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Our  experience  with  the  media  industry 
is  an  advantage  few  can  broadcast  or  publish 


We  were  involved  in  the  success  of  newspapers  in  the  1 920s,  the  rise 
of  broadcast  stations  in  the  1 940s  and  1 950s,  and  the  expansion  of 
cable  television  in  the  1 970s.  Today,  KeyBank  stands  ready  as  ever 
to  serve  as  your  trusted  financial  advisor. 


Our  Media  and  Telecommunications  Group  has  the  long-term 
perspective  and  acquisition  expertise  to  structure  the  best  possible 
deal  for  you.  Our  more  than  60  years  of  experience  counseling 
broadcast  and  publishing  companies  means  we  understand  the 
intricacies  of  your  industry.  We’ll  work  discreetly  with  you  to  help  you 
build  value  to  grow  your  business. 


The  Solution  is  Key. 


For  more  information,  contact  Kathleen  Mayher  at  1  -800-523-7248 
ext.  45787  or  visit  us  at  www.Key.com/media. 


KeyBank 


Media  and  Telecommunications  Group 


Achieve  anything. 


The  Solution  is  Key  is  a  federally  registered  service  mark  of  KeyCorp. 
KeyBank  is  a  Member  FDIC. 
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Itnim!!! 


•  Breaking  news  updated  hourly,  as 
it  happens,  in  six  easy-to-access 
mini-sites  (Business,  Newsroom, 
Advertising/Circulation,  Technology, 
Online,  Syndicates). 

•  Web-only  columns  by  E&P  regulars 
and  guest  columnists. 

•  E&P's  expanded  classifieds  to  help 
you  find  your  next  job  in  the 
newspaper  industry. 

•  NewsPeople:  Personnel  shifts 
as  they  happen  daily. 

•  Photo  of  the  Week. 

•  Newslinks:  Latest  news  from 
other  sites. 

•  Special  newsletters,  directories 
and  other  resources. 

•  Early  access  to  current  print  edition. 


Subscribers:  It’s  easy  to 
activate  your  account  now  at 
www.editorandpublisher.com/activate 
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E&P  ONLINE 

www.editoranclpublisher.com 


There’s  a  lot  more  to  your  Editor 
&  Publisher  subscription  than 
paper  and  ink!  As  a  subscriber 
you  can  go  online  for  premium  content 
—  at  no  additional  cost. 

This  is  just  some  of  what  you  get 
every  day  at  our  redesigned,  vastly 
expanded,  and  award-winning  Web 
site,  www.editorandpublisher.com: 


www.editorandpublisher.com 
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NEW  AND  NEATER  THAN  EVER 

CONGRATULATIONS  ON  THE  VAST 
and  important  improvemeni 
E^P.  The  new  magazine  loo 


■  and  important  improvement  in 
E^P.  The  new  magazine  looks  so 
neat  —  and  readable.  The  Web  was 
already  terrific.  Upward  and  onward. 

MARVIN  KALB 
THE  JOAN  SHORENSTEIN  CENTER  ON 
THE  PRESS,  POLITICS  &  PUBLIC  POLICY 
Washington,  D.C. 

NORESTFORTHEWICNER 

A  COUPLE  OF  QUESTIONS  FOR  TOM 

Wicker  on  his  latest  column 
(“Press  Should  Keep  Open  Mind 
on  Campaign  2004,”  Jan.  2004,  p.  62). 

Wicker:  “Unemployment  is  one  of  the 
issues  that  gave  John  F.  Kennedy  his 
razor-thin  edge  over  Richard  Nixon 
in  I960.”  Question:  Gee,  were  the  mob¬ 
sters  stuffing  the  ballot  boxes  in  Chicago 
really  unemployed?  Or  merely  self- 
employed  at  election  theft? 

Wicker:  “A  supposedly  ‘watchdog’  press 
did  not  devote  enough  time  to  raise  diffi¬ 
cult  but  necessary  questions  about  the 
supposed  threats  (from  Iraq).  It’s  always 
easier,  even  for  an  independent  press,  to 
go  along  with  the  ‘highest  authorities’  than 
to  scrutinize  them  boldly.” 

Question:  How  does  an  American  jour¬ 
nalist  boldly  scrutinize  the  military  capa¬ 
bilities  of  a  foreign  nation,  especially  one 
so  closed  as  Baathist  Iraq?  Is  Wicker  sug¬ 
gesting  that  CNN  was  capable  of  knowing 
whether  or  not  Iraq  had  weapons  of  mass 
destruction  when  neither  the  CIA  nor 
British  intelligence  could? 

BRIAN  JOHNSON 
Canton,  Ohio 

THyMBSDOWNONWOlPER 

Allan  Wolper  is  correct  that 
there  is  an  article  to  be  written 
about  movie  critics  and  blurbs  in 
ads,  but  he  has  not  written  it  (Jan.  2004, 
p.  21).  He  was  under  the  impression  we 


Ai 


liked  every  movie,  because  —  get  this  — 
all  of  our  quotes  in  the  ads  were  favorable. 
He  has  me  saying  “If  a  movie  is  really 
shitty,  we  won’t  review  it,”  but  I  said  that 
in  the  context  that,  with  only  five  or  six 
slots  a  week,  we  can’t  review  everything 
and  are  more  likely  to  choose  films  we 
admire.  If  he  thinks  we  never  review 
shitty  films.  I’ll  send  him  a  tape  of  our 
show  “Worst  Films  of  2003.” 

WTiether  I  go  easy  on  Disney  films  he 
can  ascertain  by  checking  my  reviews, 
something  he  did  not  bother  to  do.  I 
stand  on  my  record  after  37  years  of 
honesty,  and  resent  his  careless  reporting. 

There  is  a  story  to  be  written  about 
“junket  whores,”  and  I  would  have  been 
happy  to  tell  him  I  do  not  accept  free 
junkets.  I  would  also  have  added  that 
Roeper  and  I  are  not  paid  for  hosting 
the  “Festival  at  Sea,”  and  I  do  not  accept 
payment  for  the  DVD  commentaries 
I  record. 

Yes,  we  are  syndicated  by  Disney.  Can 
he  suggest  a  syndicator  who  does  not  have 
a  tie  to  the  movie  industry?  Can  you  be 
on  TV  without  a  possible  conflict? 

ROGER  EBERT 
Chicago  Sun-Times 


NOT  A  POISON  PENN 


Concerning  your  online  story 
on  Sean  Penn  writing  about  his 
recent  trip  to  Iraq  for  the  San 
Francisco  Chronicle  (Jan.  15):  I  just 
finished  reading  both  parts  and  I  found 
it  a  good  read  with  an  honest  feel. 

As  a  strong  conservative,  I  don’t  always 


agree  with  his  views,  but  I  found  no  fault 
with  his  writing  in  this  two-part  travel 
adventure.  He  has  a  better  idea  of  what  is 
going  on  in  Iraq  than  those  of  us  that  just 
see  it  through  the  TV  screen. 

GARY  GRICE 

Prudhoe  Bay,  Alaska 

WE  SHALL  NEVER F0R6ET 


Regarding  your  online  story 
about  the  Orlando  Sentinel! s  Tim 
Franklin  replacing  Bill  Marimow 
as  editor  of  the  Baltimore  Sun  (Jan.  6): 

As  a  Baltimorean,  I  remember  that  the 
Sentinel  was  the  primary  provider  of 
potential  scab  workers  during  the  Sun's 
labor  negotiations  last  summer. 

And  if  I  remember  that,  you  can  bet  the 
Sun's  newsroom  will  remember  that 
about  the  new  boss. 

Thanks  for  the  info  —it’s  more  than  I’ll 
get  from  tomorrow’s  paper. 

JAMIE  SMITH 

Baltimore 


Correction 

In  the  January  issue,  an  article  about 
parents  and  children  who  enter  journal¬ 
ism  should  have  stated  that  Andrew 
Rosenthal's  first  reporting  job  was  at  the 
Denver  Rocky  Mountain  News.  It  also 
omitted  that  he  worked  in  the  Moscow 
bureau  of  the  Associated  Press.  The  article 
misrepresented A.M.  “Abe” Rosenthal's 
foreign-correspondent  eocperience,  which 
spanned  a  decade  in  several  overseas 
bureaus. 


- ^  50  YEARS  AGO  - - 

NEWSPAPERDOM®  FROM  EDITOR  &  PUBLISHER 
FEBRUARY  6, 1954:  United  Press  Correspondent  FranK  tive  editor  for  Knight  Newspapers, 


For  his  “unusual  courage”  and 
showing  considerable  journalistic 
talent  reporting  the  battle  of 
“San  Juan  Hill”  just  five  days 
before  the  end  of  the  Korean  War, 


Jordan  received  a  commendation 
from  the  U.S.  25th  Division. 

FEBRUARY  13,  1954: 
Basil  L.  Walters,  then  the  execu- 


spoke  prophetically  of  a  coming 
“Golden  Age”  for  the  press, 
saying,  “The  dead-pan  reporting 
of  the  ’30s  is  outdated  in  this, 
the  atomic  age." 


10003.  Please  include  name,  title,  loca¬ 
tion,  and  e-mail  address.  Letters  may 
be  edited  for  all  the  usual  reasons. 
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BY  JOE  STRUPP 

At  the  Courier-Post  in  Cherry 
Hill,  N  J.,  some  newspaper  deliver¬ 
ies  have  gone  to  the  dogs.  Spot 
News,  the  mascot  mutt,  has  been  roaming 
the  paper’s  three-county  circulation  area 
for  more  than  11  years,  popping  up  at  a 
subscriber’s  home  every  morning  with 
a  cash  prize. 

The  Gannett  paper  publishes  a  daily 
notice  telling  readers  in  which  of  93  munic¬ 
ipalities  Spot  will  appear  the  following  day. 
If  a  customer  catches  Spot  —  full-time 
Courier-Post  employee  Patrick  Aheam  — 
dropping  off  the  paper,  he  or  she  wins 
$100.  If  no  one  sees  him,  the  prize  rolls 
over.  The  largest  winning  jackpot  has 
been  $3,200.  “It  is  a  real  reader  reward,” 
says  Publisher  Mark  J.  Frisby,  who  credits 
the  paper’s  reduced  chum  rate,  at  least  in 
part,  to  the  promotion.  Spot  has  had  some 
surprises  over  the  years,  ranging  from  a 
reader  jumping  out  of  the  bushes  to  a  man 
meeting  the  mutt  at  the  door  with  a  shot¬ 
gun.  “He  didn’t  get  the  money,”  Market 
Development  Director  Carl  Lovem  says.  11 


jrtising  doila' 


NAA  pushes  print  campaign 


who  want  more  information,  interest 
that  “they  never  had  before.”  Brady  esti¬ 
mates  that  5%  or  less  of  the  millions  to  be 
spent  on  political  ads  during  the  current 
election  cycle  go  to 
newspaper  ads. 

Besides  speaking 
at  training  confer¬ 
ences,  the  NAA 
also  targets  consult¬ 
ants  with  ads  in 
publications  such 
as  Campaigns  Cf 
Elections.  To  show¬ 
case  how  print  ads 
can  be  compelling, 
the  NAA  held  competitions  to  create 
political  newspaper  ads  and  compiled  50 
of  the  best  to  give  to  consultants. 

Beyond  print  ads,  Brady  tells  consult¬ 
ants  their  candidates’  messages  can  be 


BY  SONYA  MOORE 

Newspapers  may  be  the  origi- 
nal  grassroots  medium,  but  you’d 
never  know  it  judging  by  their 
piece  of  the  political-ad  pie.  The  Newspa¬ 
per  Association  of  America’s  drive  to  get 
candidates  —  and  newspapers  themselves 
—  to  see  the  potential  in  political  print  ads 
gained  impetus  last  August,  however, 
when  its  bipartisan  poll  of 1,200  registered 
voters  nationwide  showed  that  7  out  of  10 
regularly  read  newspapers. 

While  the  results  indicated  that  the 
voters  felt  television  commercials  were 
more  likely  to  grab  their  attention,  they 
found  newspaper  ads  to  be  more  credible 
than  TV  spots  {see  chart,  page  53). 

Since  publicizing  those  results,  and  oth¬ 
ers,  Jack  Brady,  NAA’s  director  of  market¬ 
ing  and  advertising,  regularly  receives 
e-mails  from  political-consulting  firms 


Comiuftsi 


Jack  Brady,  trying 
to  lure  candidates 
back  to  newspapers 


Spot  the  newspaper’s 
mascot  and  win  $100 
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Pet  project 

il  ft*. 

will  fiirther  prove  the  cost-eflfectiveness 
of  newspaper  advertising. 

“This  isn’t  something  you  just  turn  on 
during  the  election  cycle  every  four  years 
and  turn  back  off  again,”  Brady  says, 
emphasizing  that  ads  can  flow  for  local 
candidates  and  non-electoral  issues  too. 
“We  should  be  able  to  help  all  these 
[political]  guys  all  the  time.” 


aggressive.”  To  correct  this,  the  NAA  has 
made  available  online  a  do-it-yourself  kit 
(www.naa.org/political/ads).  There  also  is 
a  Flash  version  of  the  video  presentation 
used  by  the  NAA,  with  PowerPoint  slides 
that  can  be  customized  to  accompany  the 
presentation.  Brady  says  there  will  be  up¬ 
dates,  including  information  on  the  cam¬ 
paign  finance  reform  bill  that  he  believes 


sent  out  in  the  form  of  fliers  and  inserts,  or 
even  on  plastic  newspaper  delivery  bags. 
The  Internet  also  works  since  a  paper’s 
Web  site  acts  as  a  local  hub,  and  inexpen¬ 
sive  ads  there  can  raise  funds. 

But  none  of  this  will  do  much  good  if 
newspapers’advertising  departments  don’t 
pay  more  attention  to  political  advertising. 
As  Brady  notes,  “A  majority  haven’t  been 


He’s  about  a  Mover 


BY  BARBARA  BEDWAY 

MoveOn.org,  the  Web-based 
liberal  advocacy  group,  draws 
admiration  from  Democrats 
and  provokes  grudging  respect  from 
Republicans  for  its  canny  use  of  the  Inter¬ 
net  to  recruit  membership  and  deliver  its 
anti-Bush  message.  The  organization, 
which  claims  more  than  1.4  million  mem¬ 
bers  in  the  United  States,  made  headlines 
last  month  with  its  contest  to  select  30- 
second  anti- Bush  television  spots. 

But  the  organization  is  also  strategical¬ 
ly  allocating  part  of  its  $10  million  adver¬ 
tising  budget  to  the  only  venue  that  still 
delivers  both  an  influential  readership 
and  offers  the  space  to  convince  them: 
newspapers. 

“A  30-second  TV  spot  doesn’t  allow 
for  you  to  fully  make  the  case  you  need 
to  make,”  says  Eli  Pariser,  campaign 
director  of  the  MoveOn.org  Voter  Fund 


p  ?  0’' worktts  lost  mnrHm 
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an  elite  audience  —  if  you  want  \ 
to  try  to  change  opinion  among  1 
the  ‘chattering  classes’  on  issues  I 
of  policy,  a  print  ad  is  an  effec-  1 
five  way  to  go  about  doing  that.”  1 

The  ads’  content  is  for  now  a  i  ^ 
work  in  progress.  “Our  approach  1 
is  to  work  on  issues  our  members  1 
find  most  compelling,”  Pariser  | 
says,  citing  last  year’s  print  ads  I  — 
that  ran  in  The  Washington  Post, 

USA  Today,  and  The  New  York  Times, 
as  well  as  smaller  papers.  Those  focused 
on  issues  such  as  the  FCC’s  planned 
boost  to  media  consolidation  and  the 
Republican  Party’s  efforts  to  redraw  the 
Texas  electoral  districts  to  their  benefit. 

One  full-page,  Iraq-related  ad  ran  in 
111  local  papers.  “I  can’t  say  now  what 
the  print  ads  will  look  like,”  Pariser  says. 
“Our  success  stems  from  being  flexible, 
as  we  were  able  to  be  then.”  Expect  to 
see  these  new  newspaper  ads  in  the  next 
two  to  three  months  —  very  early  for 
affecting  the  vote  in  November,  Pariser 
acknowledges,  but  urgently  timed  to 
educate  voters. 

“Part  of  our  campaign  is  about  reaching 
voters  before  they  get  deluged  by  a  high 
number  of  ads  in  the  fall,”  he  points  out. 
Not  incidentally,  the  ads  keep  the  public’s 
attention  on  MoveOn.org’s  key  issues, 
while  the  Democratic  presidential  oppo- 


MoveOn.org’s 
newspaper  ads 
cleverly  target 
President  Bush 
and  his  policies 


nents  focus  on  pummeling  one  another. 

The  need  for  such  advertising,  Pariser 
claims,  is  a  direct  result  of  the  media  not 
doing  its  job:  “We’d  rather  not  have  to 
spend  $10  million  on  these  ads,  but  the 
fact  is  that  the  press  and  media  have 
failed  to  challenge  the  statements  that  the 
Bush  administration  has  put  forward  as 
facts,  even  when  they  have  turned  out  to 
be  inaccurate.  Voters  have  a  warped  sense 
of  the  Bush  policies  and  what  they  mean 
because  of  this  failure.” 

The  CBS  television  network  last  month 
rejected  a  Super  Bowl  commercial  from 
MoveOn.org,  saying  the  ad  violated  its 
advocacy  rules. 

Though  Pariser  insists  he  could  not  go 
into  much  detail  at  this  point  on  the  con¬ 
tent  of  the  upcoming  print  ads,  he  hints: 
‘You  can  be  sure  we’ll  have  as  one  focus 
the  misleading  buildup  to  the  Iraq  war 
and  the  handling  of  the  postwar.”  11 


Eli  Pariser,  campaign  director  of  MoveOn.org’s 
Voter  Fund,  wiil  tap  into  print’s  “elite”  readers 
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Fort  Myers  ** 
Tower  additions! 


I 

i 

1 


Goss  International  has  gained  a  major  new  Goss*'  Uniliner''' tower  additions  order  from  The 
Gannett  Co.,  Inc.  for  its  Foit  Myers,  FL,  facility  for  The  News-Press  and  USA  Today  in  2004. 
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"The  Goss  Uniliner  towers  will  integrate  well  with  our  existing  Goss  Metro  units  and  they 
will  fit  within  our  existing  press  bay,  eliminating  the  need  for  expensiye  building 
modifications.  We  expect  the  Uniliner  to  be  a  cost  effective  way  for  us  to  improve  our  color 
reproduction  and  to  significantly  increase  our  capacity  and  flexibility  far  into  the  future. " 

Mike  Monscour,  Director  of  Operations,  Fort  Myers. 


Empower  your  press  with  Goss  tower  additions  and 
enhancements! 


GOSS 

INTERNATIONAL 


Goss. ..Innovation  for  Business 

www.gossinternational.com 
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Renaissance  man 


Hitting  the  right  note, 
on  and  off  the  page 


Chicago  editor  takes  on  Tribune  Co.  by  day,  music  by  night 


BY  MARK  FITZGERALD 

CHICAGO 

This  will  be  a  busy  month  for 
La  Raza  Editor  in  Chief  Elbio 
Rodriguez  Barilari. 

Locked  in  a  reinvigorated 
Spanish-language  newspaper 
war  with  Tribune  Co.’s  five-  4 

month-old  Chicago  edition 
of  Hoy,  the  weekly  Iree-distri-  t;  | 

bution  La  Raza  Newspaper  is 
launching  new  supplements 
and  expanding  sports  and  local 
coverage  as  it  starts  a  rolling  re-  ■  IHE 

design.  Eveiy  week,  the  50-year-old 
Uruguay  native  will  write  a  column  *  j 

for  El  Pais,  the  big  Montevideo  daily. 

Away  Irom  the  newsroom,  Barilari  is 
putting  the  finishing  touches  on  his  compo¬ 
sition  for  a  string  quartet,  which  will  be  part 
of  a  Latin  American  musical  program  he’s 
producing  for  Instituto  Cervantes  and 
Roosevelt  University.  The  string  quartet 
piece,  in  turn,  vrill  be  followed  by  two  or 
three  other  compositions  that  have  been 
commissioned  for  premieres  this  year. 

Then  there’s  the  recording  of  Barilari’s 
“Tango  Stamps,”  the  concerto  for  orchestra 
and  bandoneon,  a  kind  of  South  American 
accordion,  that  was  premiered  by  Chicago’s 
Grant  Park  Orchestra  in  the  summer  of 
2002.  But  that  deadline  won’t  arrive  until 
later  in  the  year,  so  Barilari  may  find  time 
to  play  sax,  clarinet,  or  guitar  with  the 
Gondwana  Project,  a  seven-piece  ensemble 
he  co-founded  that  plays  an  eclectic  range 


Whether  composing  at  home  on  his  sax 
or  at  his  desk  at  La  Raza  Newspaper, 
Elbio  Rodriguez  Barilari  says  he  shuns 
any  “fear  of  the  white  page.” 


Orchestral  Association: 

“Almost  the  same  principles 
guide  a  newspaper  man  as 
guide  a  composer:  Here’s 
what  I  want  to  write  about, 
and  I  can’t  put  too  much  in. 
You  work  under  time  con- 
straints  and  people  are  going  to 
Bf  consume  the  product.”  Palermo 
calls  Barilari  a  “Renaissance  man” 
whose  work  appeals  to  fellow  musi¬ 
cians  such  as  Wynton  Marsalis  as  well 
as  the  general  public. 

Barilari’s  route  to  journalistic  and  musi¬ 
cal  success  started  in  1977  at  a  Montevideo 
auto  parts  store,  where  he  worked  as  a 
college  student.  The  great  jazz  bassist 
Charlie  Mingus  was  coming  to  Montevideo 
and  Barilari  couldn’t  afford  tickets.  He 
approached  the  entertainment  editor  of 
El  Pais  and  said  he  was  a  jazz  critic.  The 
editor  told  him  he  could  cover  Mingus’ 
press  conference,  and  if  his  article  was  ac¬ 
ceptable,  he  could  have  the  paper’s  tickets. 

Within  three  months  Barilari  had  so 
much  work  from  the  paper,  he  quit  the 
auto  parts  store.  By  1987,  he  was  the  editor 
of  El  Pais’  cultural  supplement.  He  pursued 
music  at  the  same  time,  studying  in  Brazil 
and  Berlin.  Barilari  was  recruited  to  head 
La  Roza’s  newsroom  in  1998  by  former 
owner  Luis  Rossi. 

Now  he’s  excited  by  the  latest  turn  in 
Chicago’s  Spanish-language  newspaper 
war.  La  Raza  battled  Tribune  Co.’s  Exito, 
a  Iree-distribution  weekly,  for  10  years, 
and  Barilari  says  he’s  confident  of  the  out¬ 
come  against  its  replacement.  Hoy,  a  five- 
day  paper  with  a  25-cent  cover  price:  “We 
defeated  [Erito]  always... .  But  competition 
is  good  for  us,  and  good  for  the  readers.  I 
don’t  want  to  be  a  monopoly  newspaper  — 

I  want  to  be  the  best  newspaper.”  11 


of  music  taken  from  both  Eastern  and 
Western  traditions. 

Fighting  a  bout  of  bronchitis  on  a  winter 
day  at  La  Roza’s  northside  Chicago  offices, 
Barilari  described  how  his  interest  in  music 
led  to  his  journalism  career  —  and  how  he 
can  now  pursue  both  careers  simultaneous¬ 
ly.  “People  think  there’s  a  conflict,  but  I 
never  saw  a  conflict,”  he  says.  All  you  need 
to  know,  Barilari  insists,  is  how  to  “run”  a 
piece  —  whetl^er  you’re  writing  an  editorial 
or  an  orchestr^  concerto.  “I  have  never 
believed  this  French  romantic  myth  about 
the  ‘fear  of  the  white  page,”’  he  added. 

Barilari  is  on  to  something,  says  James 
Palermo,  artistic  director  of  the  Grant  Park 


■  i  ■  its  continuing  coverage  of 

innTinriii  press  and  the  Iraq  war. 

IIIIUIIUIIU  other  nominees  this 

year  include  The  American  Lawyer, 
Medical  Economics,  and  PC  Magazine. 
E&P  has  won  Neal  awards  in  two  of  the 
past  three  years  for  its  editorials.  There 
were  a  record  number  of  entries  this 
year,  more  than  1,200.  Winners  will  be 
announced  at  a  ceremony  at  the  Waldorf- 
Astoria  in  New  York  on  March  18. 


IN  ITS  STRONGEST  SHOWING  EVER, 

E^P  has  been  named  a  finalist  in 
four  categories  for  the  annual  Jesse 
H.  Neal  Awards,  the  highest  honor  in 
business  journalism.  E^P  garnered  nods 
for  its  editorials,  regularly  featured  de¬ 
partment  (News),  subject-related  series 
of  articles  (“The  Sunday  Paper”),  and  for 
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Cloning  is 
in:  Britain’s 
Independent 
debuted  a 
smaller,  same- 
day,  version  of 
itself  last  fall 


^  chiJdifn 

th^  ^  I 

J^suicide  j 

^eblul^ : 


as  pa^  of  an  overall  redesign.  Herald 
execi|  lives  opted  not  to  switch,  partly  be- 
caus^  they  were  pressed  for  time.  Instead 
the  paper  chose  to  turn  its  daily  features 
section,  “Tropical  Life,”  into  a  tab. 

“i  see  the  U.S.  papers  continuing  to 
monitor  the  changes  taking  place  else- 
wl|iere,”  Garcia  says,  “and  many  of  the 
cli^sic  papers  will  start  with  production 
of  two  simultaneous  editions  —  broad- 
sjlieet  and  tabloid  —  eventually  graduat¬ 
ing  to  a  tabloid  or  smaller  format.”  i 

/  That,  in  fact,  seems  to  be  exactly 
;  what’s  happening  right  now  in  London. 
Last  September,  the  17-year-old  Inde¬ 
pendent  introduced  a  same-day  tabloid  ' 
twin  of  itself.  Two 
months  later,  the 
oH  venerable  218-year- 
old  Times  followed 
^  suit  with  its  own 

downsized  clone. 

Both  papers  have 
since  expanded 

B  distribution  outside 
Mario  Garcia,  who 

enjoys  making  over  .  ... 

In  mid-January, 

the  war  heated  up  when  the  Independent 
announced  it  would  completely  drop  its 
broadsheet  edition  on  Saturdays,  deciding 
to  go  with  its  tabloid  alone.  In  December, 
the  newspaper’s  tabloid  version  sold  an 
impressive  58,000  copies  each  weekday. 

But  whatever  success  their  British 
counterparts  are  experiencing  with 
smaller  formats,  U.S.  publishers  are  likely 
to  remain  skeptical  —  at  least  for  now. 

“If  there  is  one  compelling  reason  to  con¬ 
sider  changing  from  broadsheet  to  compact 
format  —  consumer  preference  —  it  is 
outweighed  in  the  United  States  by  a  series 
of  very  real  hurdles,”  says  Earl  J.  Wilkinson, 
executive  director  of  the  International 
Newspaper  Marketing  Association. 

INMA,  based  in  Dallas,  last  month 
released  a  massive  8,000-word 
report  titled  “Does  Size  Matter 
For  Newspapers?  The  Trend  Toward 
Compact  Formats.”  The  report, 
co-authored  by  Wilkinson,  is  an 
exhaustive  look  at  how  the  tradition¬ 
al  broadsheet  format  now  holds 
less  sway  with  publishers  around 
the  world. 

“The  cultural  hurdles  from  a 
change-averse  journalism  communi- 
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ty  would  be  enormous  in  the  United 
States,”  Wilkinson  tells  E^P.  “Such  a  move 
would  impact  everything  from  how  stories 
are  written,  to  length  of  stories,  to  head¬ 
lines,  to  use  of  photography.”  And,  he  adds, 
there  would  have  to  be  “a  radical  rethink¬ 
ing  of  advertising  pricing”  if  a  newspaper 
downsized. 

Still,  Wilkinson  contends  U.S.  newspa¬ 
per  makers  might  be  persuaded  to  take 
the  tabloid  leap  if  other  large  dailies, 
particularly  the  Independent  or  the  Times, 
could  crack  the  code. 

“If  a  packaging,  distribution,  and  adver¬ 
tising  model  is  developed  in  Europe,  I’m 
sure  U.S.  newspapers  will  look  carefully 
at  these  models  and  decide  for  themselves 
if  simultaneous  broadsheet  and  tabloid 
newspapers  make  sense,”  he  says.  “But  I 
also  don’t  sense  that  American  newspapers 
would  even  be  considering  this  if  someone 
else  hadn’t  tried  it  first.  If  a  major  newspa¬ 
per  [in  the  United  States]  converted  and 
there  was  a  sustainable  circulation  boost, 
it  would  certainly  give  publishers  cause 
for  consideration.” 

In  the  final  analysis,  the  success  or 
failure  of  American  compact  newspapers 
would  still  depend  largely  on  content, 
not  size.  “But  having  said  that,”  Garcia 
observes,  “a  newspaper  that  wants  to 
make  its  good  content  more  accessible 
may  consider  the  smaller  format  as  a 
fnendlier  one  for  users.”  Readers,  he 
believes,  may  simply  want  “the  same 
gourmet-style  cooking  from  the  kitchen 
they  love  and  respect,  but  in  a  takeout 
container  that’s  easier  to  handle.”  S 


Ub  Dems  lose ; 
out  as  Howard 
makes  mark 


|iUb  Dems  lose 
out  as  Howard  j 
makes  his  markl 
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In  AsbuiY  Park,  darkness  on  the  edge  of  town 


In  rare  twist,  a  reporter  for 
the  local  daily  sues  a  public 
official  for  defamation 

BY JOE  STRUPP 

IT’S  NOT  UNUSUAL  FOR  A  REPORTER 
and  a  public  official  to  find  them¬ 
selves  embroiled  in  a  defamation 
lawsuit.  But  when  it’s  the  reporter  doing 
the  suing  and  the  official  on  the  defensive, 
that’s  when  things  get  strange.  Add  to 
the  confusion  a  judge’s  ruling  that  the 
reporter  is  a  public  figure,  which  could 


limit  her  ability  to  seek  malice  and  set  a 
dangerous  precedent  for  journalists  in  the 
i  future,  and  you’ve  got 
:  a  real  eye-opener, 
i  Such  a  drama  is  un- 


iF 


Beyond  the  bulls  and  bears 

WHEN  MOST  PEOPLE  PICK  UP  Page  One  senior  editor,  just  couldn’t 

The  Wall  Street  Journal,  they  resist  poking  fun  at  the  newspaper’s 
are  likely  looking  to  read  “Heard  on  the  Street”  section  with  the 


WThe  Wall  Street  Journal,  they 
are  likely  looking  to  read 
about  stock  peformance  or  corporate 
deals,  not  the  national  frog  shortage  or 
the  market  for  deer  urine.  But  for  those 
who  want  to  know  if  a  financial  trend 
has  legs  (four  of  them,  to  be  exact),  Herd 


Born  on  the  bayou:  Ken  Wells  clearly  feels 
at  home  among  the  sharp-toothed 

on  the  Street:  Animal  Stories  from  jj 

the  Wall  Street  Journal,  published 
lastmonthby  Wall  Street  Journal  I 
Books/Free  Press,  will  be  an  eye-  i 
opener  —  with  tales  of  dogs  on 
Prozac  and  goldfish  surgeiy. 

Ken  Wells,  the  editor  for  the 
book  as  well  as  the  Journal’s  ! 
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Page  One  senior  editor,  just  couldn’t 
resist  poking  fun  at  the  newspaper’s 
“Heard  on  the  Street”  section  with  the 
book’s  title:  “I  just  thought  it  was  a 
delicious  pun.” 

Wells  said  he  agreed  to  work  on  the 
book  because  he  was  “a  longtime  fan  of 
animal  stories  and  I  wrote  a  few  myself.” 

A  Louisiana  native,  he 
grew  up  in  the  bayous 
“with  a  fishing  pole  in  one 
hand.”  Early  in  his  career, 
he  covered  alligator  sight¬ 
ings  and  helped  with  the 
family’s  snake-collecting 
business. 

One  of  Wells’  favorite 
stories  in  the  book 
concerns  the  Carnation 
Co.’s  “cattery,”  where 
felines  are  scientifically 
studied  in  an  attempt  to 
determine  what  type  of 
cat  food  sells  best. 

— /  . Among  its 

fJtji  XlJ  characters  are 

on  I  h  Kane, 

rp  the  man  who 

1  X\  p  J^'T'  '  runs  the  lab  yet 
Apj  T  '  —  —  is  allergic  to  cats, 

and  a  chairman 
JOURNAL  I  who  personally 
I  taste-tests  the 
I  cat  food  from 
time  to  time. 

—  Sonya  Moore 


Deputy  Public  Defender  Robert  L.  Tarver 
tarnished  her  reputation  by  spreading  lies 
that  she  was  having  an  affair  with  a  source 
on  her  beat.  In  a  civil  lawsuit  filed  in  Mon¬ 
mouth  County  Superior  Court,  Williams 


—  RICHARD  RAGSDALE/Williams’  attorney 


folding  in  New  Jersey,  where  Carol  Gorga 
Williams,  a  veteran  reporter  with  the 
Asbury  Park  Press  of  Neptune,  N.J.,  is 
claiming  that  former  Ocean  County  (N.J.) 


contends  the  rumor  allegedly  spread  by 
Tarver  and  his  former  attorney  caused 
Williams  to  lose  the  coveted  Ocean  County 
courthouse  beat,  while  also  hurting  her 
reputation.  “It  has  been  a  horrible,  horri¬ 
ble  experience  for  her,”  says  Richard 
Ragsdale,  Williams’  attorney.  “It  has  had 
a  devastating  effect  on  her  career.” 

But  Tarver’s  attorney,  Bruce  Rosen,  / 
claims  the  rumor  had  no  effect  on  , 

Williams  because  her  editors  did  not  / 
believe  it  and,  he  says,  reassigned  her  to  a 
new  beat  as  a  promotion.  “We  don’t  know 
how  she  was  damaged,”  Rosen  says. 

Williams,  who  remains  at  the  paper 
covering  the  city  of  Long  Branch,  N.J.,  did 
not  respond  to  requests  for  comment,  nor 
did  former  Press  editor  Ray  Ollwerther. 

But  the  paper’s  curren^^itor,  William 
“Skip”  Hidlay,  say^rWilliams  requested 
her  current  beat  and  “this  has  not  affected 
her  work  in  any  way.” 

The  uproar  dates  back  to  July  27,  2001, 
when  Williams,  who  had  been  the  paper’s 
Ocean  County  courthouse  reporter  for  five 
years,  wrote  a  stoiy  about  an  investigation 
into  allegations  that  Tarver  had  falsified 
time  records  for  his  job.  Four  days  later, 
according  to  the  lawsuit,  Tarver  spoke 
with  Peter  Garcia,  then-acting  head  of  the 
New  Jersey  Office  of  the  Public  Defender, 
which  oversees  each  of  the  state’s  county 
public  defender  offices.  During  that  con¬ 
versation,  which  Garcia  taped,  he  allegedly 
told  Tarver  that  another  attorney  in  the 
Ocean  County  Public  Defender’s  office, 

Gerald  Boswell,  was  having  an  affair 
with  Williams. 

Tarver  went  on  sick  leave  several 
months  later  and  eventually  resigned  from 
his  post.  He  is  now  an  attorney  in  private 
practice  who  also  serves  as  a  legal  analyst 
for  CNN  and  Court  TV. 

On  Jan.  16,  2002,  Tarver’s  attorney, 

Linda  B.  Kenney,  who  also  happened  to  be 
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How  many  murders  does  it  take  to  make 
Kansas  accountable  for  dangerous  parolees? 


The  Philadelphia  Inquirer 
Detroit  Free  Press 
The  Miami  Herald 
San  Jose  Mercury  News 
Nuevo  Mundo,  Viet  Mercury 
The  Kansas  City  Star 
The  Charlotte  (N.C.)  Observer 
Fort  Worth  Star-Telegram 
Oiario  La  Estrella  (Dallas/Ft  Worth) 
St.  Paul  (Minn.)  Pioneer  Press 
Contra  Costa  Times 


Philadelphia  Daily  News 
Akron  (Ohio)  Beacon  Journal 
Lexington  (Ky.)  Herald-Leader 
The  (Columbia,  S.C.)  State 
The  Wichita  (Kan.)  Eagle 
el  Nuevo  Herald  (Miami) 

The  Macon  (Ga.)  Telegraph 
Belleville  (III.)  News-Democrat 
The  (Myrtle  Beach,  S.C.)  Sun  News 
Columbus  (Ga.)  Ledger-Enquirer 
Tallahassee  (Fla.)  Democrat 


The  (Biloxi,  Miss.)  Sun  Herald 
Duluth  (Minn.)  News  Tribune 
The  (Fort  Wayne,  Ind.)  News-Sentinel 
(Wilkes-Barre,  Pa.)  Times  Leader 
Bradenton  (Fla.)  Herald 
The  (San  Luis  Obispo,  Calif.)  Tribune 
The  Monterey  County  (Calif.)  Herald 
Grand  Forks  (N  O.)  Herald 
(State  College,  Pa.)  Centre  Daily  Times 
Aberdeen  (S.D.)  American  News 
The  Olathe  (Kan.)  Daily  News 


Count  them  and  vreep. 

For  four  years,  the  Wichita  Eagle  tried  to 
learn  how  the  Kansas  Department  of 
Corrections  supervised  parolees. 

For  four  years,  The  Eagle  was  stonewalled. 
First  by  the  Director  of  the  department.  Then 
by  the  governor.  Next  by  a  lower  Kansas 
state  court.  Finally,  the  Kansas  Supreme 
Court  ruled  in  favor  of  the  Open  Records 
Act,  and  The  Eagle  was  able  to  dig  in  and 
complete  its  investigation. 

Among  the  tragic  findings?  A  staggering 
number  of  dangerous  criminals  violated  their 
paroles  or  completely  disappeared.  And 
little  or  nothing  was  done  to  track  them 
down.  Even  worse,  two  dozen  individuals 
died  at  the  hands  of  parolees  while  state 
officials  sat  on  vital  public  information  that 
could  have  brought  these  problems  to  light. 

Thanks  to  the  efforts  of  The  Eagle,  Kansas 
established  new  procedures  that  enforced 
the  law  and  got  parole  violators  off  the 
streets.  Congratulations  to  everyone  at 
The  Eagle  for  this  amazing  effort. 

Knight  Ridder  is  enormoLisly  proud. 
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Photo  of  the  Month 

HUD  DIVES  1 DDDT 

DOUG  WELLS,  THE  DES  MOINES  (IOWA)  REGISTER,  JAN.20 

IT  WAS  THE  HOLLER  HEARD  ’ROUND  THE  WORLD,  VIA  TV 
and  the  Web,  when  former  Democratic  front-runner  for 
president  Howard  Dean  did  his  “Macho  Man”  Randy 
Savage  impersonation  on  the  night  he  finished  a  disappoint¬ 
ing  third  in  the  Iowa  caucuses.  Even  his  wife  admitted  he 
looked  a  little  “silly.”  But  would  the  reaction  to  his  rant  mark 
Howard  s  End?  Or  merely  set  the  stage  for  a  stirring  revival 
somewhere  down  the  line?  Stay  tuned.  —  Greg  Mitchell 
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a  part-time  legal  columnist  for  the  paper, 
faxed  a  letter  to  Williams’  direct  supervi¬ 
sor  at  the  time,  Fred  Simmonds,  along 
with  a  transcript  of  the  Tarver/Garcia 
conversation  that  alleged  the  affair.  “You 
may  wish  to  investigate  whether  or  not 
the  coverage  in  this  matter  has  in  any  way 
been  incomplete  because  of  this  allega¬ 
tion,”  the  letter  stated.  “I  bring  it  to  your 
attention  to  do  with  as  you  see  fit.” 

Williams,  in  her  lawsuit  filed  Jan.  9, 
2003,  contends  that  Tarver  and  Kenney 
sent  the  information  in  an  effort  to  have 
Williams  fired  in  retaliation  for  her 
coverage  of  the  Tarver  investigation.  It 
also  claimed  she  underwent  a  “humiliating 
interrogation”  by  three  editors  after  the 
letter  and 
transcript 
were  received. 
Although 
editors  told 
Williams 
at  the  time 
that  they  did 
not  believe  the  allega¬ 
tions,  they  removed 
her  from  her  court¬ 
house  beat  in  Februaiy 
2002  because  her 
objectivity  had  been  called  into  question, 
the  lawsuit  states. 

“That  left  the  impression  in  the  public 
eye  that  she  had  done  something  wrong,” 
Ragsdale  says.  “She  is  banned  from  doing 
a  stoiy  that  she  developed.”  The  lawsuit 
also  claims  Williams  suffered  emotional 
and  physical  distress  as  a  result,  even 
taking  time  off  work  to  seek  treatment. 

The  most  recent  wrinkle  in  the  case  oc¬ 
curred  in  April  2003  when  Superior  Court 
Judge  William  Gilroy  ruled  that  Williams, 
by  virtue  of  being  a  well-known  reporter  at 
the  Ocean  County  courthouse,  would  be 
considered  a  public  figure.  At  the  same 
time,  the  judge  dismissed  one  of  the 
counts  against  Tarver  and  Kenney,  which 
sought  to  prove  negligent  defamation. 

The  public-figure  designation  drew 
mixed  reactions.  While  Ragsdale  believes 
he  would  still  be  able  to  prove  reckless  dis¬ 
regard  for  the  truth,  Rosen  sees  the  public 
figure  label  as  a  plus.  “If  she  is  a  public  fig¬ 
ure,  you  can’t  just  say  this  was  negligent,” 
Rosen  says.  “You  have  to  prove  actual 
malice.  You  have  to  show  that  we  knew 
this  was  a  lie.”  Ragsdale  disagrees  that 
Williams  should  be  treated  like  a  celebrity 
journalist  just  because  she  is  a  reporter 
in  that  area.  “She  is  not  Bob  Woodward,” 
he  observes.  (U 


Gender,  race  divide  readers 


SOME  INTRIGUING  FACTOIDS  EMERGE 
from  the  Newspaper  Association 
of  America’s  new  “2004  Daily  and 
Sunday  Newspaper”  readership  report, 
but  let’s  look  at  gender  for  a  moment. 

Some  51%  of  men,  on  average,  read 
a  daily  paper;  only  46%  of  women  do. 

The  split  is  more  dramatic  when  consid¬ 
ering  younger  readers,  where  the  average 
weekday  reach  for  males  is  35.2%  (18-24) 
and  42.2%  (25-34)  —  and  for  women 
just  29.8%  (18-24)  and  30.8%  (25-34). 
There’s  an  even  wider  gender  gap  at 
these  ages  in  the  50  top  metro  areas. 

Another  snapshot:  Newspapers  regu¬ 
larly  reach  52.4%  of  married  people. 


and  47.6%  of  those 
divorced,  separated  or 
widowed  —  but  only 
39.2%  of  the  singles. 

Geographically, 
the  Northeast  contin¬ 
ues  to  take  the  reader- 
ship  honors,  followed 
by  the  Midwest,  West 
and  South.  There’s  an 
interesting  twist  in  the  area  of  race, 
however.  While  whites  outpace  blacks 
on  daily  readership  (49.4%  vs.  43.0%), 
on  Sundays  the  papers  reach  more 
blacks  (58.2%)  than  whites  (56.9%). 

—  Greg  Mitchell 
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ALABAMA 

Chuck  Bodiford  has  been  appointed  pub¬ 
lisher  of  \heAtmore  Advance  and  The 
Escambia  Advertiser,  and  president  of 
Atmore  Newspapers  Inc.  Bodiford  has 
been  circulation  director  of  \he  Advance 
and  The  Brewton  Standard  for  the  past 
two  years.  He  succeeds  Brian  Giles. 

John  Dilmore  Jr.  is  the  new  publisher  of 
The  Brewton  Standard  and  Escambia 
Advertiser,  and  president  of  Brewton 
Newspapers  Inc.  Dilmore,  who  has  served 
as  the  Standards  managing  editor  since 
October,  replaces  Bill  Crist,  who  accepted 
a  position  as  associate  publisher  of  the 
Brownwood  (Texas)  Bulletin. 

CALIFORNIA 
Bill  Sing  to  the  newly  created  position  of 
economics  editor  for  the  Los  Angeles 
Times.  Sing  has  served  as  senior  editor 
in  charge  of  editing  and  creating  special 
sections  for  the  paper  since  September 
2002.  Before  that,  he  worked  as  business 
editor  of  the  Times  for  six  years. 

Mark  Daniel,  who  recently  became  publish¬ 
er  of  The  Kingsburg  Recorder  and  The 
Selma  Enterprise,  has  been  appointed 
vice  president  of  advertising  for  Pulitzer 
Central  California  Newspapers. 

Candice  Shih  has  been  named  managing 
editor  of  the  Mountain  View  Voice.  Shih 
is  promoted  from  a  reporting  post  she 
has  held  at  the  weekly  newspaper  for 
the  past  two  years. 

VIRGINIA 

Donna  M. 
Reed 

to  vice  president 
of  news  for 
Media  General’s 
publishing  division.  She  will 
move  from  managing  editor  of 
The  Tampa  Tribune  to  a  Rich¬ 
mond-based  executive  role. 
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CALIFORNIA 


John  Schueler 

John  Schueler,  publisher  of  the  Daily 
News  of  Los  Angeles,  has  been  named 
the  new  president  and  chief  executive 
officer  of  the  Los  Angeles  Newspaper 
Group,  a  division  of  MediaNews  Group 
of  Denver.  Schueler,  54,  will  oversee 
eight  daily  newspapers,  including  the 
Daily  News,  as  well  as  the  group's  weekly 
papers  in  Southern  California.  Schueler  came  to  the  Daily  News 
in  July  2001  from  the  Star  Tribune  in  Minneapolis,  where  he 
served  as  its  president  and  publisher.  Before  that,  he  served  as 
president  and  general  manager  of  The  Orange  County  Register. 


FLORIDA 

Frank  M.  Denton  has  been  named  editor 
of  The  Tampa  Tribune.  The  editor  of  the 
Wisconsin  State  Journal  since  1986, 
Denton  replaces  Gil  Thelen,  who  became 
president  and  publisher  of  the  Tribune 
last  year.  Prior  to  working  for  the  State 
Journal,  Denton  was  an  editor  at  the 
Detroit  Free  Press. 

Thomas  E.  Weber  Jr.  has  been  named  pub¬ 
lisher  and  Mark  Tomasik  has  been  named 
editor  of  E.W.  Scripps’  Treasure  Coast 
Newspapers,  which  includes  The  Stuart 
News,  the  Press  Journal  in  Vero  Beach, 
and  The  Tribune  in  Fort  Pierce.  Weber, 
60,  is  promoted  from  editor.  He  is  presi¬ 
dent  of  the  Florida  Press  Association. 
Tomasik,  47,  was  executive  editor.  Prior 
to  serving  in  that  position,  Tomasik  was 


the  managing  editor  of  Scripps  Howard 
News  Service  in  Washington,  D.C. 

GEORGIA 

Debbie  Williams  to  display  director  for  The 
Augpsta  Chronicle’s  advertising  division. 
She  is  the  former  advertising  director  of 
the  Athens  Banner-Herald. 

ILLINOIS 

Doug  Thomas  to  advertising  director  for 
the  Chicago  Tribune,  promoted  from 
advertising  category  director.  Thomas 
joined  the  Tribune  in  1999  as  advertising 
category  director.  Before  that,  Thomas 
was  the  Midwest  advertising  director 
for  People  magazine. 

Barry  Haselden  has  been  named  managing 
director  and  Steve  Krupkin  has  been  named 


Ohio  University  is. 
using  an  alumni  gift  to 
create  one  of  the  coun¬ 
try’s  largest  prizes  for 
investigative  journalism. 


www.editorandpublisher.com 


The  Farfel  Prize,  a 
$25,000  gift  that  has 
been  established  to  rec¬ 
ognize  work  in  newspa¬ 
pers,  magazines  and 
wire  services,  will  be 
awarded  annually  by  the 


E.W.  Scripps  School  of 
Journalism. 

Ursula  Farfel,  a  1956 
Ohio  U.  graduate,  and 
her  husband.  Dr.  Gilbert 
Farfel,  created  the 
award.  Visit  www.ohio. 


edu/farfelprize  for  addi-  * 
tional  information. 

^ASSOCIATIONS^ 

•  Brad  Hicks,  publisher 
of  the  Hampton  Chroni¬ 


cle,  and  Martin  Bunge, 
publisher  of  the  Marengo 
Pioneer-Republican , 
have  been  nominated 
for  the  Iowa  Newspaper 
Foundation’s  Board  of 
Directors. 
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Philip  L.  Geyelin 

80,  DIED  Jan.  9 

FORMER  WASHINGTON  POST  EDITORIAL  PAGE  EDITOR 

CHANGING  A  MAJOR  NEWSPAPER’S  EDITORIAL 

policy  during  a  conflict  as  socially  dividing 
as  the  Vietnam  War  would  be  an  incredibly 
sensitive  undertaking  for  any  journalist.  But  if 
anyone  was  up  to  the  task,  it  was  Philip  Geyelin. 

While  serving  as  editorial  page  editor  for  The 
Washington  Post,  Geyelin  led  the  newspaper 
into  thoughtful  opposition  of  the  war  and  won  a 
Pulitzer  Prize  in  1970  for  his  anti-war  editorials. 

The  Post's  editorials  on  Watergate,  focusing  on 
Nixon  and  his  abuse  of  government  powers,  were  part  of  a  package  that  earned 
the  newspaper  a  1973  Pulitzer  for  public  service. 

Born  in  Devon,  Pa.,  Geyelin  began  his  career  with  The  Associated  Press 
in  Washington  shortly  after  World  War  II.  In  1946  he  joined  The  Wall  Street 
Journal,  and  became  a  veteran  foreign  correspondent  over  the  following  two 
decades.  In  the  mid-1960s  he  was  sent  by  the  Journal  to  cover  Vietnam,  and 
after  witnessing  the  conflict  firsthand,  he  returned  disillusioned. 

In  1967,  Post  Publisher  Katharine  Graham  hired  him  as  an  editorial  writer 
with  the  intention  of  transforming  the  newspaper’s  editorial  policy  on  Vietnam. 
A  year  later,  when  editor  J.  Russell  Wiggins  resigned,  Geyelin  was  promoted  to 
editorial  page  editor,  a  position  he  held  for  11  years.  He  left  the  Post  in  1979. 
Geyelin  died  at  his  home  in  Washington,  of  an  apparent  heart  attack. 


director  of  the  corporate  retail  division 
of  Tribune  Media  Net,  the  national 
advertising  sales  organization  for 
Tribune  Co. 

Rick  Taden  is  the  new  national/online 
advertising  sales  manager  for  the  Herald 
ef  Reviero.  Taden  has  been  with  the  news¬ 
paper  since  December  after  25  years 
with  Copley  Newspapers. 

INDIANA 

Tom  Davis  has  been  named  managing 
editor  for  the  Daily  Journal  in  Franklin. 
He  had  previously  served  as  the  newspa¬ 
per’s  sports  editor. 

Chuck  Wells  has  been  promoted  to  adver¬ 
tising  director  for  the  Daily  Journal. 
Wells  has  worked  as  the  newspaper’s  re¬ 
tail  sales  and  classified  manager,  as  well 
as  its  commercial  printing  sales  manager. 

IOWA 

Tim  Kurtz  has  been  named  publisher  of  the 
Oskaloosa  Herald,  as  well  as  publisher 
of  the  Pella  Chronicle  and  Knoxville 
Journal-Express,  all  in  Iowa.  Previously, 
he  served  as  general  manager  of  The 
Ottumwa  (Iowa)  Courier. 


he  most 

i 

experienced 

executive 

recruiting 

firm  in  the 

newspaper 

industry 


ore  than  two  decades 
successfully  recruiting 
superior  corporate  executives, 
publishers,  editors,  managers 
in  all  departments. 

We  take  pride  in  the 
quality  of  our  personal  service  .  .  . 
it  has  earned  us  many  close, 
long-term  relationships. 

ri ^4 ,  ct  [.  /I  ^ 

1605  Colonial  Parkway  •  Suite  200 
InvcrncsN.  Illiiutis  60067-4732 
847.991.6900  •  I'ax  847.9.34.6607 
iiil'o(n'yt)ungs\valker.coni 


KENTUCKY 

Pat  Richardson  is  the  new  advertising  di¬ 
rector  for  Landmark  Community  News¬ 
papers,  Inc.  Richardson  has  been  with 
Landmark  since  1989,  when  she  started 
as  an  advertising/ marketing  representa¬ 
tive  for  The  Virginian-Pilot  in  Norfolk. 

LOUISIANA 

Jim  Bradshaw  has  been  named  regional 
editor  and  Bethany  White  has  been  named 
design  editor  at  The  Advertiser  in 
Lafayette.  Bradshaw  started  at  the  news¬ 
paper  in  1966  as  a  police  reporter  and 
became  assistant  city  editor  in  1972. 
White  has  received  several  awards, 
including  first-place  honors  for  design 
from  the  Louisiana  Press  Association. 

MAINE 

Glenn  R.  Turner  has  been  promoted  to  city 
editor  at  the  Morning  Sentinel  of  Water- 
ville.  A  30-year  veteran  of  the  paper. 
Turner  has  worked  as  a  general  assign¬ 
ment  reporter  and  state  editor. 

MARYLAND 

Timothy  A.  Franklin  to  senior  vice  president 
and  editor  of  The  Sun  in  Baltimore. 
Franklin,  who  served  as  vice  president 
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and  editor  at  the  Orlando  (Fla.)  Sentinel 
since  December  2000,  replaces  vice  presi¬ 
dent  and  editor  William  K.  Marimow. 

MASSACHUSETTS 
Denise  Tudino  is  the  new  classified  adver¬ 
tising  manager  for  The  Standard-Times 
of  New  Bedford.  Previously,  she  was 
classified  ad  manager  for  The  Enterprise 
of  Brockton,  and  worked  for  The  Times 
of  Pawtucket,  R.I. 

MICHIGAN 

Edward  R.  Moss  has  been  named  president 
and  publisher  of  The  Oakland  Press  in 
Pontiac.  Moss,  49,  possesses  26  years  of 
newspaper  executive  management  experi¬ 
ence  with  the  Tribune  Co.,  Thomson 
Newspapers,  and  Freedom  Communica¬ 
tions.  He  has  served  as  president  and 
publisher  of  newspapers  in  California, 
Louisiana,  and  Pennsylvania. 

NEW  JERSEY 
Richard  R.  Rassmann  to  the  Associated 
Press’  news  editor  for  New  Jersey.  Rass¬ 
mann  has  served  as  managing  editor  of 
The  Herald  in  Rock  Hill,  S.C.,  since  1997, 
and  worked  as  city  editor  for  six  years. 

John  Colstino  is  the  new  director  of  adver¬ 
tising  for  The  Press  of  Atlantic  City.  Previ¬ 
ously  he  worked  as  advertising  director 
for  Philadelphia  Metro  for  two  years. 

NEW  YORK 

Susan  Chira  has  been  named  foreign  editor 
for  The  New  York  Times.  Chira  has  served 
as  the  newspaper’s  editorial  director 
of  book  development  since  2002.  She 
replaces  Roger  Cohen,  who  will  take  on 
the  role  of  New  York  Times  international 
writer-at-large. 

Lawrence  Ingrassia  has  been  appointed 
business  editor  of  The  New  York  Times. 
Most  recently,  he  was  an  assistant  man- 
-  ..  -  - 

- CALIFORNIA 

Jorge 
Abrego 

has  been  named 
the  new  general 
manager  of  the 
Orange  County  Spanish- 
language  newspaper  Excelsior. 
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Roberto  Borea  William  K.  Flynn 

51,  Died  Jan.  6  57,  Died  Jan.  10 

BALTIMORE-BASED  ASSOCIATED  EDITOR/COLUMNIST,  THE  PATRIOT 

PRESS  PHOTOGRAPHER  LEDGER,  MASSACHUSETTS 

He  enjoyed  assign-  nown  as  “Kevin” 

ments  throughout  .^V.by  family  and  close 
the  world  during  his  friends  and  “Bill”  by 
30-year  career  with  The  his  colleagues.  Patriot 
Associated  Press.  But  Ledger  City  Edition 

photographer  Roberto  Editor  and  “City  Seen” 

Borea  truly  made  his  Columnist  Bill  Flynn 
mark  in  Baltimore,  was  well-versed  in  the 

capturing  images  of  city  hall  and  community 

everyone  from  Orioles  issues  of  Quincy,  Mass, 

great  Cal  Ripken,  Jr.,  to  A  Boston  native,  he 
Pope  John  Paul  II.  started  at  The  Patriot 

Born  the  son  of  a  Ledger  in  1965  and 

freelance  photographer  stayed  on  to  enjoy  a 
in  Rome  and  raised  in  39-year  career  with  the 
New  York,  Borea  took  newspaper.  Flynn  be- 
a  photo  in  1998  of  the  came  a  general  assign- 

Clintons  that  won  a  ment  reporter  in  1971 

1999  Pulitzer  Prize.  and  wore  many  other 

Borea  died  Jan.  6  at  newsroom  hats  before 
his  home  in  Catonsville,  he  became  city  edition 
Md.,  of  stomach  cancer.  editor  in  the  late  1990s. 


Flynn  died  of  a  heart 
attack  at  Quincy  Med¬ 
ical  Center. 

Bob  Nelson 

79,  Died  Dec.  31 
FORMER  PUBLISHER  OF 
THE  DETROIT  NEWS 

Perhaps  one  of  the 
last  of  his  kind. 

Bob  Nelson  was  consid¬ 
ered  by  his  staff  at  The 
Detroit  News  as  the  epit¬ 
ome  of  the  hard-nosed, 
no-nonsense  newspaper 
publisher  —  so  much  so 
that  he  was  known  as 
the  news  department’s 
“junkyard  dog.” 

Nelson  came  to  the 
Detroit  News  in  1952  as  a 
production  manager  and 
worked  his  way  through 
the  ranks  to  become 
publisher  —  a  position 
he  held  from  1982-89. 


EOWNGlzm 


John  and  Fran  Blowitz 

have  sold 

Long  Beach  (CA)  Grunion  Gazette 
Downtown  Gazette 

(65,000  combined  weekly  distribution) 


West  Coast  MediaNews,  LLC 

We  are  pleased  to  have  represented 
John  and  Fran  Blowitz  in  this  transaction. 


Dirks,  Van  Essen  &  Murray 


II9  EAST  MARCY  STREET  SUITE  lOO  SANTA  FE,  NM  875OI  TEL:  505.820.Z700  FAX:  505.82O.29OO 
E-mail:  info@dirksvanessen.com  http://www.dirksvanessen.com 
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aging  editor  at  The  Wall  Street  Journal. 
Prior  to  his  career  with  the  Journal, 
Ingrassia,  51,  worked  as  a  reporter  for 
the  Chicago  Sun-Times  from  1974 
through  1978.  He  succeeds  Glenn  Kramon, 
who  in  October  was  named  an  associate 
managing  editor  at  the  Times. 

Ken  Frydman  has  been  promoted  to  senior 
vice  president  of  corporate  communica¬ 
tions  and  media  relations  for  the  New 
York  Daily  News  and  U.S.  News  &  World 
Report.  Frydman,  45,  has  worked  in  and 
around  New  York  City  media,  politics, 
and  business  for  the  past  two  decades. 


OHIO 

Alan  D.  Miller  to  managing  editor  for  news 
for  The  Columbus  Dispatch.  Miller,  44, 
has  been  assistant  managing  editor/days 
since  2000  and  has  spent  19  years  with 
the  Dispatch. 

Dennis  Sheely  has  been  named  director 
of  advertising  for  The  Blade  in  Toledo. 
Sheely  has  served  as  the  director  of  sales 
and  marketing  for  The  Times  Herald- 
Record  in  Middletown,  N.Y.  He  has  also 
worked  at  the  Erie  Times-News  as  ad 
director,  and  as  VP/advertising  at  The 
Oakland  Press  in  Pontiac,  Mich. 


Make  this  the  year 
you  invest  in  your  ieaders. 

Executive  education  opportunities 
at  the  American  Press  Institute 

Reston,  Virginia  •  Spring/Summer  2004 


High-Performance  Leadership 

May  2-5,  2004 

For  experienced  managers  with  significant 
responsibility  who  want  to  make  the 
transition  into  true  leadership. 

Tuition;  $1,350  if  paid  by  March  5,  2004; 

$1,500  after  that  date 
Hotel/meal  package:  $625 
To  register:  amerjcanpressinstitute.org/04/Performance 


Authenticity-The  Retreat  for 
Women  Media  Executives 

May  16-20,  2004 

For  women  who  are  serious  about  making  a 
difference  in  their  news  organizations,  and 
about  succeeding  on  their  own  terms.  In 
partnership  with  CorporateHOPE. 

Tuition:  $2,800 

Registration  by  limited  to  20  participants 
Hotel/meal  package:  $850 
To  register:  americanpressinstitute.org/04/Authenticity 


Executive  Marketing 

May  10-14,  2004 

A  rigorous  case-study  course  for  senior 
marketing  executives,  focusing  on 
developing  a  suite  of  products  and  delivery 
methods  to  serve  every  aspect  of  a  market. 
Co-sponsored  by  the  Newspaper 
Association  of  America. 

Tuition:  $3,500 

Registration  by  March  12,  2004  is  encouraged 

Hotel/meal  package:  $850 

To  register;  americanpressinstitute.org/04/ExMarketingl 


M  American 
Press 
Institute 

THE  LEADERSHIP  PLACE 

www.americanpressinstitute.org 
1 1690  Sunrise  Valley  Drive 
Reston,  VA  20191-1498 
703-620-3611  •  703-620-5814  fax 


The  Publishers’  Forum 

June  13-15,  2004 

A  powerful  retreat  that  examines  and 
reflects  on  critical  issues  facing  the  news 
industry  today. 

Tuition:  $2,070  if  paid  by  April  16.  2004; 

$2,300  after  that  date 
Hotel/meal  package:  $500 
To  register:  americanpressinstitute.org/04/Publishers 


Revenues  and  Costs:  Total 
Newspaper  Management  (for  daily 
newspapers  under  75,000 
circulation) 

July  11-15,  2004 

Using  Inland’s  Cost  and  Revenue  Study,  an 
examination  of  all  the  metrics  that 
determine  financial  performance.  Inland 
Study  participants  will  receive  their  own 
results  at  the  seminar. 

Tuition:  $1,215  it  paid  by  May  14,  2004; 

$1,350  after  that  date 
Hotel/meal  package:  $850 
To  register:  americanpressinstitute,org/04/Revenues 


PENNSYLVANIA 
Jerry  Micco  has  been  appointed  assistant 
managing  editor  for  sports  for  the  Pitts¬ 
burgh  Post-Gazette.  Previously,  he  held 
the  same  position  at  the  Contra  Costa 
(Calif.)  Times.  Micco  is  the  first  vice  pres¬ 
ident  of  the  Associated  Press  Sports 
Editors  group. 

Tom  Berman  is  the  new  director  of  state 
news/East  for  The  Associated  Press,  a 
position  based  in  Philadelphia.  Berman 
joined  AP  in  Boston  in  1997;  before  that, 
he  worked  as  a  reporter  for  the  Staten 
Island  Advance  in  New  York. 

SOUTH  CAROLINA 
Lamar  Smitherman  has  been  named  pub¬ 
lisher  of  Easley  Publications.  He  will  also 
serve  as  chief  operating  officer  for  Easley 
Publications  and  the  two  newspapers  it 
publishes,  The  Easley  Progress  and  the 
Powdersville  Post. 

TENNESSEE 

Johnny  Teglas  has  been  appointed  publish¬ 
er  of  the  Roane  County  News  in  Kingston. 
Teglas  worked  as  a  public  information 
officer  for  the  Wise  County  School  Board 
in  Virginia  for  the  past  two  years  and 
served  The  Norton  Press  Inc.  in  a  number 
of  positions  between  1981  and  2001. 

TEXAS 

Bill  Morgan  has  been  named  publisher 
of  the  Athens  Daily  Review  and  its  sister 
newspaper,  the  Cedar  Creek  Pilot.  Mor¬ 
gan,  53,  is  publisher  of  the  Jacksonville 
(Texas)  Daily  Progress. 

Nancy  Young  has  been  named  editor  of 
the  Borger  News-Herald,  promoted  from 
news  editor.  Young  succeeds  Lisa  Elliott, 
who  will  remain  at  the  newspaper  and 
focus  on  design  and  layout. 

V  I  R  (1 1  N  I  A 

David  Vail  has  been  named  president  of 
the  New  York  Times  Co.’s  Shared  Services 
Center  (SSC)  in  Norfolk.  Vail  previously 
served  as  controller  at  The  Press  Democrat 
in  Santa  Rosa,  Calif.  He  succeeds  W.  David 
Foster,  who  returns  to  The  Press  Democrat 
as  controller. 

WISCONSIN 

Ann  Richmond  has  been  promoted  to  vice 
president  and  top  executive  of  Daily 
Reporter  Publishing  Co.  She  becomes 
publisher  of  The  Daily  Reporter,  a 
Midwest  construction  newspaper. 
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^'"vnu  business  publications 

usa 

President  &  CEO  Michael  Marchesano 
Chief  Operating  Officer:  Howard  Lander 
Group  Presidents:  Robert  Dowling  (Film  &  Performing  Arts); 
Mark  Hoidreith  (Retail).  John  Kilcullen  (Music  &  Literary): 
Richard  O'Connor  (Travel.  Performance. 

Food  Service  &  Retail  Estate/Design). 
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If  prosperity  is  right  around  the  corner,  what  explains 
the  malaise  in  newspaper  executive  suites  and  newsrooms? 


Happy  days  are  not  here 

again.  While  eveiy  economic 
indicator  suggests  the  nation 
is  entering  the  kind  of  slow 
but  accelerating  growth  that  began  the 
Reagan  recovery,  the  newspaper  business 
seems  to  be  stuck  in  a  Carter-era  malaise. 

From  the  pressroom  floor,  through  the 
newsroom,  and  up  to  the  comer  offices,  the 
mood  is  often  sullen  when  it’s  not  surly,  and 
self-destmction  contends  with  backbiting 
as  the  favored  means  to  derail  a  career.  The 
most  spectacular  newspaper  meltdown  of 
these  ill-tempered  times  — 
the  fall  of  the  house  of  Lord 
Black  of  Crossharbour  — 
combines  both:  With  the 
media  gleefully  beating  up 
Conrad  Black  for  greedy 
excesses,  his  so-called 
friends  on  Hollinger 
International’s  executive 
committee  released  embar¬ 
rassing  e-mails  revealing  the 
founder’s  silly  conceit  that  he  is  an  ancien 
regime  noble  besieged  by  Jacobins. 

There’s  not  much  more  camaraderie 
dovmstairs  in  the  newsroom.  USA  Today 
star  Jack  Kelley  was  chased  from  the  paper 
after  a  colleague  stirred  suspicions  with  an 
anonymous  poison-pen  letter  to  editors. 

St.  Louis  Post-Dispatch  editorial  cartoonist 
John  Sherffius,  who  came  to  the  paper 
after  being  recommended  by  a  panel  of 
Pulitzer  Prize-winning  peers,  quit  in  dis¬ 
gust  and  Baltimore  Sun  Editor  William  K. 
Marimow,  who  led  the  newsroom  while  it 
won  three  Pulitzers,  was  fired  in  surprise. 
Both  departed,  it  appears,  for  the  same 
reason:  They  failed  to  be  go-along,  get- 
along,  guys. 


No  part  of  the  paper  seems  immune 
from  this  ill  temper  —  even  the  funnies. 

In  the  “Brenda  Starr”  newsroom,  the 
devious  Perky  and  her  wimpy  colleague 
Napster  plotted  to  set  up  the  hard-charging 
investigative  reporter  Pug  for  a  Jayson 
Blair-like  fall. 

There’s  something  distinctly  unwelcom¬ 
ing  about  the  newspaper  business  these 
days.  All  around  the  country,  dailies  are 
contributing  to  the  jobless  recovery  by 
shedding  employees  in  advertising,  circula¬ 
tion  and,  of  course,  telemarketing.  These 
pink  slips  flutter  from 
above  and  land  quietly, 
because  this  time  around 
the  downsizing  is  mostly 
skipping  the  newsroom 
employees  who  make  a 
public  noise  of  their  fates. 

Still,  when  The  Wash¬ 
ington  Post  buys  out  some 
of  its  best-known  bylines; 
when  the  new  newsroom 
contract  for  ANG  Newspapers  holds  the 
prospect  of  paying  an  average  $38,800 
annual  salaiy  in  2007  to  copy  editors  and 
reporters  working  right  now  in  one  of  the 
most  expensive  housing  markets  in  Ameri¬ 
ca;  and  when  the  next  minority  journalist 
will  be  the  only  one  in  the  newsrooms  of  at 
least  373  dailies,  bright  young  people  who 
already  wonder  if  newspapers  are  a  sunset 
industry  will  see  all  this  and  get  the  mes¬ 
sage:  Look  elsewhere. 

The  ornery  disquiet  at  newspapers  is 
its  own  economic  indicator,  a  dread  that  for 
this  industry  the  recovery  will  be  short  and 
shallow  —  like  the  recession  was  supposed 
to  be  when  things  went  sour  at  the  begin¬ 
ning  of 2001. 


When  bright 
young  people  see 
the  industry’s 
many  cuts,  the 
message  is  clear: 
Look  elsewhere. 


America’s  Oldest  Journal  Covering  the  Newspaper  Industry 
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6505  W.  Palatine  Ave..  Chicago,  IL  60631;  (773)  792-3512;  fax  ^g^  BM Intematloiul 
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Todd  Shields.  Washington  Editor. 
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My  backpages 


What  a  way  to  begin  a  career  in  journalism:  covering  the 
1968  Democratic  convention  in  Chicago 

I’VE  BEEN  A  POLITICAL- CAMPAIGN  JUNKIE  ALL  MY  LIFE. 

At  the  age  of  8, 1  paraded  in  front  of  my  boyhood  home 
in  Niagara  Falls,  N.Y.,  waving  an  “I  Like  Ike”  sign.  Four 
years  later,  in  I960,  I  promoted  Richard  M.  Nixon  in  a 
7th  grade  debate,  and  when  the  votes  were  counted, 
Kennedy  had  carried  the  class  by  21-2.  Traumatized,  I’ve  never 
publicly  endorsed  a  candidate  since.  But  in  1968  I  got  to  cover 
my  first  presidential  campaign  when  one  of  Sen.  Eugene  J. 
McCarthy’s  nephews  came  to  town,  before  the  state  primary, 
and  I  interviewed  him  for  the  Niagara  Falls  Gazette,  where  I 

and  contributor  to  the  Gannett  News 
Service  (GNS).  I  was  to  hang  out  with 
the  young  McCarthyites  and  the  anti-war 
protestors.  To  get  to  Chicago  I  took  my 


worked  as  a  summer  reporter. 

My  mentor  at  the  Gazette  was  a  young, 
irreverent  City  Hall  reporter  named  John 
Hanchette.  He  went  on  to  an  illustrious 
career  at  other  papers,  and  as  a  Pulitzer 
Prize-winning  national  correspondent  for 
Gannett  News  Service,  but  back  then  he 
was  best  known  for  his  weekly  column.  It 
featured  a  comic  creation  known  as  “Falls 
Street  Louie,”  who  had  all  the  inside  dirt 
on  the  local  politicos. 

With  Hanchette  making  his  E^P  debut 
this  month  (on  page  54),  and  another 
primary  season  in  full  swing,  I  can’t  help 
but  recall  the  first  campaign  event  that  we 
covered  together.  It  happened  to  be  one 
of  the  most  famous  and  significant  politi¬ 
cal  episodes  in  American  history:  the 
1968  Democratic  convention  in  Chicago. 
It  culminated  in  the  crushing  of  Mc¬ 
Carthy’s  peace  crusade  inside  the  conven¬ 
tion  hall  and  the  cracking  of  peacenik 
skulls  by  Mayor  Richard  Daley’s  police  in 
the  streets.  Together,  this  doomed  Hubert 
Humphrey  to  defeat  in  November  at  the 
hands  of  my  old  hero  Nixon. 

Hanchette  was  in  Chicago  that  week  to 
cover  party  politics  as  a  Gazette  reporter 


He  didn’t  seem  that 
impressed  until  the 
tear  gas  started  seep¬ 
ing  into  the  room. 
Then  he  said:  “Hmm, 
this  may  be  serious.” 


first  ride  on  a  jetliner. 

To  make  a  long  stoiy  short:  On  the 
climactic  night  of  Aug.  28,  Hanchette  and 
I  ended  up  just  floors  apart  in  the  same 
building:  the  Conrad  Hilton  Hotel  in 
downtown  Chicago.  I  was  in  McCarthy 
headquarters  and  Hanchette  was  in  one 
of  Gannett’s  makeshift  newsrooms.  Prob¬ 
ably  at  about  the  same  time,  we  pulled 
back  the  curtains  and  looked  out  our 
separate  windows  to  see  police  savagely 
attacking  protestors  with  nightsticks  at 
the  intersection  directly  below. 

Besides  writing  his  own  stories. 


Hanchette  was  expected  to  “run”  copy 
from  columnist  Dave  Beetle  to  GNS  at 
the  convention  hall.  Also  on  hand  in 
that  room  was  the  GNS  fashion  writer, 
who  was  composing  a  piece  on  Muriel 
Humphrey’s  wardrobe.  After  spotting  the 
carnage  in  the  streets,  Hanchette  recalls 
asking  Beetle  to  come  to  the  window  for  a 
look.  The  older  reporter  didn’t  seem  that 
impressed  until  tear  gas  started  seeping 
into  the  room  through  the  vents.  Then 
Beetle  said,  “Hmm,  this  may  be  serious.” 

Like  me,  Hanchette  headed  for  the 
streets.  By  that  time,  the  peak  violence 
had  passed,  but  cops  were  still  pushing 
reporters  and  other  innocent  bystanders 
through  plate  glass  windows  at  the  front 
of  the  hotel. 

While  I  screwed  up  my  courage  and 
crossed  to  Grant  Park  where  the  angry 
protest  crowd  gathered,  Hanchette  hailed 
a  gypsy  cab  and  headed  for  the  conven¬ 
tion  hall  out  by  the  stockyards.  When 
he  got  to  the  Gannett  tent  he  told  GNS 
honcho  John  C.  Quinn  what  he  had  seen 
and  suggested  that  the  bad-cop  angle 
should  lead  the  wire  report.  Quinn  was 
not  always  confident  about  the  young 
Hanchette’s  news  judgment,  based  on  his 
earlier  suggestion  that  an  interview  with 
Allen  Ginsberg  (or  the  Yippies  nominat¬ 
ing  Pigasus  the  Pig  for  president)  should 
play  prominently  on  the  GNS  wire.  But 
dramatic  film  footage  of  what  would  later 
be  labeled  a  “police  riot”  had  just  hit 
network  TV,  so  Quinn  went  with  it. 

When  we  returned  to 
Niagara  Falls  that  Friday, 
we  each  wrote  columns  for 
that  Sunday’s  paper.  I 
described  the  eerie  feeling 
of  sitting  in  Grant  Park, 
with  machine  guns  on 
Army  Jeeps  pointed  at 
the  crowd,  and  thousands 
around  me  yelling  at  the 
soldiers  and  the  media,  ‘The  whole  world 
is  watching!”  —  and  knowing  that,  for 
once,  it  was  true. 

Regretfully,  Hanchette  told  his  readers 
that  Falls  Street  Louie  would  not  be  filing 
a  report.  Hanchette  had  sent  him  home 
early.  Mayor  Daley’s  Chicago  was  just  a 
little  too  dangerous  for  Louie. 

Mitchell  is  editor  of  E&P.  Among  his 
books  are  two  histories  of  landmark 
political  campaigns:  The  Campaign  of 
the  Century  and  Tricky  Dick  and  the 
Pink  Lady. 
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GET  FUZZY 

Consistently  voted  the  "most 
wonted"  comic  in  surveys  from 
coast  to  coast. 


PEARLS  BEFORE  SWINE 

The  abstract  masterpiece  whose  Rat  and 
Pig  are  leaving  the  competition  gasping 


And  introducing 

SILO  ROBERTS 


A  multicultural 
comic  strip 
that  celebrates 
the  "other*  in 
all  of  us. 


Visit  www.unitedfeatures.com  to  see  for  yourself 
what  everybody's  talking  about. 


We  syndicate  the  best-loved 
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ETHICS  CORNER 


Snap  this 


As  AP  Wide  World  Photos  partners  with  PR  Newswire, 
what’s  to  stop  photographers  from  pulling  double  duty? 


WATCH  THE  WALL  BETWEEN  THE  NEWSROOM 

and  the  accounting  room  come  tumbling 
down.  Watch  how  the  AP  Wide  World  Photos 
public  relations  empire  infiltrates  the  AP 
news  operation. 

Try  to  guess  whether  the  freelance  photographer  Wide  World 
assigns  to  a  ground-breaking  ceremony  on  Monday  will  receive 
an  AP  news  job  on  Wednesday.  Try  to  figure  out  whether  Wide 
World’s  PR  clients  are  getting  special  attention  from  the  AP  news 
bureaus— especially  since  the  freelance  photographers  work  for 


both  branches  of  the  wire  service. 

Those  concerns  became  real  when  AP 
announced  on  Dec.  8  that  Wide  World 
Photos,  “a  wholly  owned  subsidiary  of  The 
Associated  Press,”  had  become  a  partner  of 
PR  Newswire,  a  United  Business  Media 
company.  The  press  release  told  how  “AP’s 
award-winning  photojoumalists”  would 
bring  “corporate/PR  photography  to  the 
next  level”  with  stories  that  promoted  CEOs 
and  their  products.  It  explained  how  AP’s 
1,500  photographers  “would  meet  the 
needs  of  PR’s  global  client  base.” 

At  first  I  thought  someone  was  pulling 
my  wire.  The  press  statement  announcing 
the  merger  was  written  by  Rachel  Asche  at 
PR  Newswire.  I  wondered  whether  AP  had 
approved  the  release.  I  later  learned  that 
they  had.  It  shouldn’t  have  been  a  surprise. 

AP  Wide  World  has  grown  Irom  a  staid, 
money-making  archive  separate  from  the 
news  division  into  a  PR  giant.  Its  Web  site 
boasts  a  list  of  clients  that  includes  Lock¬ 
heed  Martin,  Fleet  Bank,  Raytheon,  Pills- 
bury,  and  BJ’s  Wholesale  Club. 

What  a  picture.  AP  Wide  World  photo- 
journalists  jumping  into  hot  spots  all  over 


the  globe  for  their  PR  clients,  showing 
the  sunny  side  of  oil  spills  or  shooting  a 
meat-packing  CEO  munching  on  a  ham¬ 
burger  during  a  mad-cow  crisis. 


To  explain  the  conflict:  it’s  like  The 
Washington  Post  running  a  PR  agency 
for  lobbyists.  Then  picture  some  freelance 
reporters  for  the  newspaper  writing  Post 
stories  about  those  lobbyists  at  the  same 
time  that  they  were  writing  brochures 
for  them. 

The  only  journalist  to  pay  attention  to 
the  AP/PR  Newswire  marriage  was  Jerry 
Walker,  a  writer  for  Jack  O’Dwyer’s 
Newsletter,  a  New  York  City  publication 
devoted  to  public-relations  news. 

“I  wrote  it  and  waited  for  AP  to  demand 


a  correction,”  said  Walker.  “But  no  one 
from  AP  has  called  to  complain.” 

The  only  protest  came  from  Bob  Gold¬ 
berg,  a  former  AP  news  photographer  who 
now  runs  a  photo-news  promotion  agency. 
Goldberg  was  worried  that  AP  would  cut 
into  his  business  by  using  its  staff  photogra¬ 
phers  on  Wide  World  PR  assignments. 

“Back  in  the  ’60s,  some  congressmen  got 
upset  because  AP  photographers  would 
cover  them  during  the  day  and  then  show 
up  that  night  for  someone  like  Coca-Cola,” 
he  said.  “The  congressmen  said  that  was 
misleading,  and  AP  promised  to  stop  it.” 

Goldberg  called  AP  Wide  World  and  was 
assured  the  wire  service  would  never  use 
news-staff  photographers  on  PR  shoots. 

I  don’t  know  about  that.  AP  news  staff 
photographers  went  on  Wide  World  assign¬ 
ments  well  into  the  ’90s.  And  to  this  day, 
wire-service  news  bureaus  use  many  of  the 
same  freelance  photojoumalists  employed 
by  Wide  World.  Meanwhile,  AP  news  staff 
photographers  contact  their  own  ffee- 
l2mcers  for  Wide  World  commercial  jobs. 

But  James  Wood,  director  of  Wide 
World,  vehemently  denied  that  his  PR 
clients  would  gain  favorable  treatment  at 
AP  news  bureaus. 

“I  would  hear  about  it  if  that  happened,” 
Wood  insisted.  “Also,  I  have  been  here  for 
four  years  and  none  of  our  staff  photogra¬ 
phers  have  gone  on  commercial  shoots. 

We  only  use  stringers  now.” 

Helen  Dowler,  PR  Newswire’s  director 
of  Photography  Services,  conceded  Wide 
World’s  photojoumalists  could  be  doing 

corporate  work  at  the  same 
time  they  were  covering 
news.  “AP  can’t  restrict 
what  they  can  do,”  Dowler 
pointed  out.  ‘They  are  free¬ 
lancers.  They  have  a  right 
to  make  a  living.” 

Dowler’s  right.  But  this 
is  about  more  than  jobs. 

It  is  about  integrity.  AP 
has  some  of  the  best  journalists  in  the 
world.  It  pains  me  when  it  looks  like  it 
may  be  selling  its  news  soul. 

“This  is  why  journalism  schools  and 
public-relations  departments  should  never 
be  in  the  same  building,”  said  Jane  Kirtley, 
a  Silha  Professor  of  Media  Ethics  and  Law 
at  the  University  of  Minnesota’s  School 
of  Journalism  and  Mass  Communication. 
“News  is  about  delivering  information. 
Public  relations  is  about  spin.  News 
folks  have  no  business  getting  into  the 
PR  trade.”  II 


A  Wide  World  photo¬ 
journalist  could  con¬ 
ceivably  shoot  a  client 
on  Monday,  and  shoot 
a  job  for  the  same 
client  on  Wednesday. 
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Sears’ 

YEAR 

How  an  old-school  editor 
everyone  calls  ‘Eddie’  turned 
a  mid-sized  Florida  daily  into 
one  of  the  nation’s  best 

BY  MARK  FITZGERALD 

ON  ONE  OF  THOSE  GRAY,  BLUSTERY  JANUARY 

afternoons  that  chill  Florida  tourism  officials 
most  of  all,  Edward  M.  Sears,  the  editor  of  The 
Palm  Beach  Post,  is  driving  a  visitor  around 
tovm  in  a  convertible  with  the  top  up. 

As  Sears  crosses  the  bridge  to  the  famously  posh  Palm  Beach 
Island,  watched  by  surveillance  cameras  and  circling  hawks, 
his  narration  is  one  part  tour-guide  patter,  one  part  newspaper 
war  story  and  one  part  passionate  editorial  opinion.  Here’s 
Donald  Trump’s  Mar-a-Lago  development.  It’s  actually  good 
it  was  turned  into  condos.  There’s  the  filtration  plant.  Water 


Edward  M.  Sears  in  his  office  at  the  Post  in  West  Palm  Beach:  He  joins  previous  E&P 
Editor  of  the  Year  winners  Robert  Rivard,  Martin  Baron,  Howell  Raines,  and  Doug  Clifton. 
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and  development  —  those  are  the  key 
issues  in  Florida.  Of  course,  the  Kennedys 
are  gone  now,  their  place  was  over  that 
way.  Here’s  a  new  public  high  school  for 
the  arts.  What  is  going  on  with  school 
vouchers  in  this  state  is  a  crime.  Did  you 
drive  in  on  that  Taj  Mahal  ramp  from  1-95 
to  the  airport,  that  incredible  waste  of 
concrete  and  money?  We  opposed  that 
with  all  we  had,  and  they  put  it  in  anyway. 

This  free-association  from  the  editor 
everyone  calls  “Eddie”  wouldn’t  surprise 
anyone  back  at  the  newsroom.  “I  think 
Eddie’s  a  great  instinctive  newsman,”  says 
Associate  Editor  Jan  Tuckwood.  “Some 
leaders  are  like  John  Glenn,  who  fly  by 
the  book,  and  some  are  like  Chuck  Yeager, 
who  fly  by  feel.  Eddie  is  Chuck  Yeager.” 

On  the  way  back  to  the  paper  in  West 
Palm  Beach,  Sears  drives  near  the  Palm 
Beach  County  Government  Center,  ground 
zero  of  the  2000  presidential  election 
recount  —  a  time  when  much  of  the  news 
media  outside  Florida  got  its  first  look  at 
how  good  a  paper 
The  Palm  Beach 
Post  had  become. 

In  the  intense 
national  spotlight, 
the  Cox  News¬ 
papers  Inc.  daily 
stretched  staff, 
budgets,  and  dead¬ 
lines  in  an  all-out 
scramble  to  own 

In  the  Post'%  10-part 
series  on  a  home  for 
teenage  mothers, 

Danaisy  Soria,  left, 
reacts  as  she  is 
terminated  from 
the  program. 
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the  recount  stoiy.  As  he  spins  past  the  court¬ 
house,  Sears  laughs  at  what  he  says  was  the 
only  complaint  Publisher  Tom  Giufirida 
made  in  the  midst  of  the  expensive  coverage: 
“Once  he  said,  ‘Eddie,  it’s  nice  we’re  doing 
all  these  great  stories.  Do  you  think  maybe 
you  could  arrange  it  so  we  can  get  the 
[expletive]  paper  out  so  people  can  see 
these  great  stories?”’ 

Readers  anxious  to  follow  the  recount 
complained  about  late  papers,  too,  some¬ 
times  with  even  more  expletives.  In  his 
office.  Sears  keeps  a  newsbox  window  with  a 
message  from  a  reader  who  apparently 
found  it  empty:  It  reads,  “Get  a  [expletive] 
alarm  clock,  you  [expletive].” 

Even  as  the  chads  on  the  once-infamous 
butterfly  ballot  recede  into  memory,  it’s 
becoming  clear  that  the  Post’s  performance 
on  the  recount  was  no  fluke.  Certainly  the 
paper  proved  that  again  last  year.  The  Post 
exposed  the  horrific  working  conditions  of 
Florida’s  migrant  laborers  and  called  it  by  its 
true  name  —  “modern-day  slavery”  (E^P, 


Dec.  15,  p.8).  The  paper  prompted  a  state 
criminal  investigation  of  the  school-voucher 
program  by  revealing  such  abuses  as  shelling 
out  taxpayer  money  to  a  school  with  alleged 
Islamist  terrorist  ties,  prompting  a  state 
criminal  investigation.  It  jousted  with  Gov. 

Jeb  Bush  so  often  that  he  barred  the  paper’s 
reporters  from  his  traditional  year-end 
interviews. 

The  Post  has  such  an  outsized  journalistic 
footprint  these  days  that  many  people  are 
surprised  by  its  actual  size:  With  a  daily 
circulation  of  154,489,  it  is  not  even  one 
of  the  60  biggest  U.S.  newspapers. 

“I  often  tell  people  that  the  Post  is  only  a 
160,000-circulation  paper,  but  it  is  the  best 
160,000-circulation  paper  in  America,  in  my 
opinion,  and  it’s  better  than  many  papers 
that  are  a  lot  bigger,”  says  Cleveland  Plain 
Dealer  Managing  Editor  Tom  O’Hara,  who 
worked  with  Sears  as  the  Post’s  managing 
editor  for  13  years.  “A  big  reason  for  that 
is  Eddie  Sears,  and  the  talent  he  has 
assembled.” 

Indeed,  the  roots  of  the  Post’s  rising  repu¬ 
tation  can  be  traced  in  large  part  to  the 
management  strategy  and  style  introduced 
to  the  paper  almost  two  decades  ago  by 
E^Ps  Editor  of  the  Year,  Eddie  Sears. 

Talent  magnet 

If  the  Post  were  like  most  papers  its  size, 
it  would  be  a  pipeline  to  a  large  regional 
paper  or  a  stepping  stone  to  the  big-city 
metros  beyond. 

There’s  a  little  of  that,  as  O’Hara’s  move  to 
The  Plain  Dealer  three  years  ago  shows.  But 
the  Post  mostly  has  managed  to  reverse  the 
process:  Reporters  and  editors  arrive  in 
West  Palm  Beach  from  larger  papers  such 
as  The  Miami  Herald  and  The  Denver  Post,  “ 
and  stay  in  Palm  Beach  even  when  offers  are  ” 
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dangled  by  journalism’s  household  names. 

“All  of  our  top  editors  here  have  metro 
experience,  and  have  seen  how  the  metros 
do  it,  and  bring  that  big-league  stuff  here  to 
this  medium-sized  newspaper,”  Sears  says. 

O’Hara  says  Sears  particularly  targeted 
the  Herald  reporters:  “All  those  people  were 
at  a  larger,  allegedly  more  prestigious 
paper...  [and]  Eddie  said,  what  the  hell,  let’s 
see  if  we  can  get  these  people.  We  didn’t  get 
all  the  ones  that  we  went  after,  but  we 
certainly  got  a  lot  of  them.” 

Pete  Cross,  the  assistant  managing  editor 
for  photography,  is  an 
example.  He  had  been  at 
the  Miami  Herald  for  17 
years  in  good  positions,  » 

but  after  listening  to 

Sears  and  then-managing  j 

editor  O’Hara,  he  con-  I 

eluded  he  had  a  better  I 

future  at  the  smaller  Post. 

“Eddie  has  got  an  ability 

to  get  really  good  people  ^ 

and  build  on  them,”  J  / 

Cross  says. 

In  some  ways,  the  size  F 
of  the  paper  is  a  recruiting 
tool.  Editors  and  reporters  |  k 

repeatedly  note  that  story  1  \ 

ideas  are  not  measured  «  ^ 

against  focus  group  sug- 
gestions  or  readership  L ' 

study  findings.  And  Eddie  i  jt"'” 


Sears  is  no  micro-manager,  they  say. 

“There’s  a  lot  of  trust  —  they  let  you 
do  your  work  here.  Eddie  and  J-Bart 
(Managing  Editor  John  Bartosek)  are  not 
breathing  down  your  neck,”  says  Tim  Burke, 
the  assistant  managing  editor  for  sports  who 
also  runs  the  paper’s  Web  site.  The  light 
touch  is  deliberate.  Sears  says.  The  editor 
quickly  acknowledges,  for  instance,  that  the 
Post’s  editorial  is  very  important  to  him:  “I 
put  a  high  premium  on  the  editorial  page.” 
Yet  at  the  same  time,  he  says  he  “very,  veiy 
rarely”  goes  to  editorial  board  meetings 


because  he  would  rather  they  argue  out 
positions  without  his  influence. 

Sears  also  attracts  journalists  from  metros 
by  convincing  the  newsroom  that  it  can  do 
anything  the  big  boys  can,  says  Deputy 
Managing  Editor  Bill  Rose,  who  was  at 
the  Herald  25  years  before  moving  north 
on  1-95.  “The  Palm  Beach  Post  is  the  kind 
of  paper  that  never  thinks  it’s  too  small  to  do 
something,”  Rose  says.  “Now  that’s  easy  to 
say,  but  I  became  a  believer  in  the  election 
of 2000.  Eddie  said,  ‘do  whatever  it  takes,’ 
and  we  did.” 


Sears  has  assembled  an  “A” 
team  of  top  editors,  many 
recruited  from  much  bigger 
papers:  from  left,  Pete 
Cross,  Bill  Rose,  Jan 
Tuckwood,  William  Greer 
and  John  Bartosek  (hidden 
from  view,  Rick  Christie) 
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1967  With  future  wife  Jo  Ann  during  senior  year  at  the  1968  Second  from  right,  with  other  finaiists  for  a  Hearst  award.  A  year  later  Sears  met 

University  of  Florida,  before  heading  off  to  the  U.S.  Army  the  legendary  Ralph  McGill  and  in  1970  he  went  to  work  for  The  Atlanta  Constitution. 


Rose  recalls  how  the  newsroom  learned 
that  a  New  York  Times  reporter  was  talking 
to  residents  at  the  Whisper  Walk  develop¬ 
ment,  where  the  contusing  ballot  had  appar¬ 
ently  misled  30  people  in  the  overwhelming¬ 
ly  Democratic  and  Jewish  precinct  in  subur¬ 
ban  Boca  Raton  to  cast  their  votes  for  Pat 
Buchanan.  As  soon  as  the  Post  heard  that, 
they  flooded  the  zone  on  the  Times  —  send¬ 
ing  dozens  of  reporters  to  the  precincts,  and 
even  enlisting  cafeteria  workers  to  survey 
registered  voters  by  phone.  In  the  end,  they 
talked  to  1,172  voters. 


Shoe  leather  in  a  sandals  town 

The  Whisper  Walk  reporting  also  illus¬ 
trates  two  key  elements  of  Sears’  philosophy 
of  newspapering:  Act  quickly,  and  employ 
old-fashioned  reporting  shoe  leather.  “The 
Post  is  a  paper  of  record  —  pure  and  sim¬ 
ple,”  Sears  declares.  “Its  philosophy  is  as 
basic  as  it  gets.  We  are  not  trying  to  re¬ 
invent  journalism.” 

Fads  are  not  welcome  in  Fxldie  Sears’ 
newsroom,  and  that  suits  the  newsroom 
fine,  says  Managing  Editor  Bartosek;  “We 
don’t  have  ‘team  leaders,’  we  have  editors... 


It’s  a  traditional  approach,  and  I  think  that 
reflects  Eddie,  who  is  a  very  traditional  jour¬ 
nalist,  a  very  traditional  editor.” 

The  traditional  editor  also  encourages 
the  kind  of  quirkiness  that  disappeared  from 
many  newsrooms  around  the  time  that 
ashtrays  did.  “Eddie  values  people  with 
personality,”  Jan  Tuckwood  fairly  shouts  as 
she  sits  at  a  desk  with  several  piles  of  clip¬ 
pings,  magazines,  books,  and  printouts  that 
threaten  to  teeter  with  each  slap  of  her  hand. 
“And  he  lets  us  use  our  personality.  So  we 
do  more  laugh-out-loud  things  —  and  seri¬ 
ous  journalism  —  at  this  paper  than  any 
place  I  know.” 

Tuckwood  is  a  good  example  of  the  free¬ 
dom  Sears  gives  the  newsroom.  The  mast¬ 
head  lists  her  as  “associate  editor”  —  the 
usual  newspaper  code  phrase,  she  notes,  for 
someone  who  is  doing  a  little  of  everything 
or  nothing  at  all,  but  “creative  director” 
might  be  a  more  accurate  job  description. 
She’s  involved  in  packaging  just  about  every 
editorial  project,  and  she  serves  as  institu¬ 
tional  memory.  Tuckwood  is  not  just  a 
Florida  native,  like  many  people  on  the  staff 
(including  Sears),  but  a  local  as  well.  She 
returned  home  from  the  Denver  Post  to 
redesign  the  paper  and  stays,  she  says, 
because  innovation  is  still  welcome: 
“Creativity  by  committee  just  doesn’t  exist  — 
and  Eddie  believes  that,  too.  Eddie  has  a 
good  stomach.  He’s  an  instinct  man.” 

Before  and  after 

Journalists  stay  at  the  Post  for  two  other 
reasons:  the  competition  —  and  the  com¬ 
pensation.  ‘You  get  talented  people,  partly  at 
least,  if  you’re  willing  to  pay  the  bucks,”  says 
former  Managing  Editor  O’Hara.  “And  they 
came  up  with  the  money  for  these  people. 
(Publisher)  Giufinda  and  Cox  deserve  the 
credit,  but  Eddie  was  willing  to  go  up  the 
food  chain  to  get  the  money.” 

The  Post  is  also  willing  to  be  flexible  on 


Whether  you’re  running, 
skiing,  hiking  or  writing 
if  you  use  GORE-TEX*  fabric 
correctly,  we’ll  all  feel 
comfortable. 

GORE-TEX*  fabric  is  the  original  waterproof/breathable 
fabric  that  revolutionized  the  outdoor  sportswear  mar¬ 
ket,  and  it’s  now  used  in  many  industrial  and  medical 
applications,  too. 

GORE-TEX  should  never  stand  alone.  Always  use  it 
to  modify  a  noun,  such  as  GORE-TEX*  fabric,  GOfe-TEX* 
gloves,  GORE-TEX*  outerwear. 

Your  comfort  is  what  our  remarkable  fabric  is  all 
about.  So  please  keep  us  comfortable  by  using  our 
trademark  correctly.  _ 

GORE-TEX*  is  a 

registered  trademark  of  _ ^  I 

W.  L.  Gore  &  Associates,  Inc. 


Creative  Technologies 
Workiwide 


1981  steady  Eddie  at  age  36  in  the  newsroom  of  The  Atlanta  Journal, 
where  he  served  as  managing  editor.  Sears  always  had  a  nose  for  news. 


1983  At  the  merged  Atlanta  newsroom,  it  was  like  bringing  “the 
Israelis  and  Palestinians  together”  and  he  left  seeking  more  “fun’ 


non-salaiy  issues,  says  reporter  Christine 
Evans,  who,  along  with  John  Lantigua,  was 
lead  writer  on  the  migrant-worker  slavery 
series.  When  she  was  recruited  from  the 
Miami  Herald  she  had  a  young  daughter, 
and  would  soon  be  starting  the  time-con¬ 
suming  process  of  adopting  a  child  from 
Cambodia.  The  paper  worked  out  an  accom¬ 
modation.  “The  Post  is  really  progressive  in 
that  way  —  and  that’s  because  of  Eddie,” 
Evans  says. 

In  the  nearly  two  decades  Sears  has  been 
editor,  the  newsroom  has  grown  to  280  full- 
time  employees  with  another  30  or  so  part- 
timers,  far  more  than  the  circulation  rule  of 
thumb  would  dictate.  Its  photography  staff 
has  won  many  awards.  For  more  than  16 
years,  the  mid-sized  paper  has  had  a  full¬ 
time  ombudsman,  C.B.  Hanif,  who  was 
recruited  from  an  Atlanta  paper  where  he 
was  very  happy.  “Eddie  says  he  would  never 
want  to  edit  a  paper  that  didn’t  have  an 
ombudsman,”  Hanif  points  out.  Sears  says 
readers  need  a  place  like  Hanif  s  “Listening 
Post”  column,  even  when  it  publicly  notes 
mistakes  by  the  paper:  “When  I  read  his 
column  sometimes,  it’s  mortifying.  I  want 
to  jump  out  the  window.” 

Palm  Beach  has  also  turned  out  to  be  the 
epicenter  of  many  stories  that  become 
national  news:  The  William  Kennedy  Smith 
rape  trial,  the  recount,  the  first  anthrax  case. 
The  9/11  terrorists  hung  around  there. 

“There  are  substantive  stories,  and  there  are 
weird  stories  —  there’s  never  any  shortage  of 
those  in  south  Florida,  ever,”  notes  Editorial 
Page  Editor  Randy  Schultz.  The  paper  won 
the  Deadline  Reporting  prize  from  the 
American  Society  of  Newspaper  Editors  last 
year  for  articles  on  a  local  bishop  implicated 
in  the  Catholic  sex  scandal. 

Sometimes  the  Post  itself  is  the  story.  That 
happened  most  recently  when  Florida  Gov. 
Jeb  Bush  pointedly  refused  to  invite  anyone 
from  the  newspaper  to  his  annual  year-end 


CALL  FOR  ENTRIES^ 


2004  Carnegie  Mellon  University 
CyLab  Cybersecurity  Journalism  Awards 


The  Carnegie  Mellon  Cylab  Cybersecurity  Awards,  co-sponsored  by  the  Newseum, 
recognize  excellence  in  the  journalistic  coverage  of  cybersecurity  issues  and  threats 
that  impact  individual  citizens,  businesses,  schools  and  the  nation's  economic  security. 
It  includes  topics  in  cybersecurity  such  as  computer  viruses,  privacy,  cyber  laws, 
homeland  security,  and  other  related  topics. 


The  competition  is  open  to  any  journalist  whose  work  on  cybersecurity  issues  has 
been  carried  by  a  wire  service,  appeared  in  a  daily,  weekly  or  online  publication, 
magazine,  or  been  broadcast  on  radio  or  television  in  the  United  States.  Entries  may 
be  comprised  of  up  to  five  articles  or  broadcasts  that  were  published/aired  between 
Jan.  1,  2003  and  Dec.  31,  2003. 


Co-sponsored  by:  Information  Networking  Institute 


www.cylab.cmu.edu 
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Carnegie  Mellon  University 
c/o  Chriss  Swaney,  Media  Relations 
5000  Forbes  Ave. 

Scaife  Hall,  room  118 
Pittsburgh,  Pa.  15213 
swaney@andrew.cmu.edu 
Telephone:  412-268-5776 
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interviews.  Bush  apparently  finds 
little  to  like  in  the  Post,  from  its 
constant  reporting  of  alleged 
flaws  in  his  school-vouchers 
program  to  Don  Wright’s  pun¬ 
gent  editorial  cartoons,  plus  an 
editorial  policy  that  Sears  defines 
pretty  succinctly:  “If  you  want 
to  call  us  liberal,  you  can  call  us 
liberal.”  Sears  shrugs  off  the 
interview  incident,  and  shakes 
his  head  about  Bush’s  evident 
loathing  of  the  newspaper:  “I 
think  this  is  the  only  paper  in 
Florida  that  he  has  never  [visit- 
ed].”  And  despite  Florida’s  nationa1*a 

sweeping  public  records  law,  the 
Bush  administration  drags  its  heels  when  a 
request  for  information  comes  from  the  Post, 
Sears  .suggests:  “They  don’t  have  it,  or  they 
can’t  find  it  or  they  can’t  get  it  yet.” 

Gov.  Bush’s  communications  director, 

Jill  Bratina,  declined  to  talk  with  E^P  about 
the  relationship  with  the  paper,  and  instead 
e-mailed  a  message  previously  sent  to  the 
Florida  Capital  Press  Corps.  The  e-mail 
suggested,  without  giving  details  or  names, 
that  Post  reporters  had  acted  “in  an  unpro¬ 
fessional  manner.” 


With  daughter  Mateer  and  wife  Jo  Ann  in  2000,  the  year  his  paper  gained 
national  attention  with  spirited  coverage  of  the  Florida  election  recount 


The  Post's  piece  of  south  Florida  is  a  pres¬ 
sure  cooker  of  competition.  Tribune  Co.’s 
South  Florida  Sun-Sentinel,  moving  north 
from  Fort  Lauderdale,  is  the  most  relentless 
competitor  for  news  and  advertising  in  the 
Post’s  circulation  area.  This  month,  the  com¬ 
petition  begins  on  a  new  front:  The  Post  on 
Feb.  6  launched  La  Palma,  a  free  broadsheet 
weekly  in  Spanish.  The  Sun-Sentinel  already 
has  a  weekly  out  called  el  Sentinel,  and 
is  widely  expected  to  be  one  of  the  next 
Tribune  markets  to  get  the  company’s 


national  Spanish-language 
daily  tabloid  Hoy. 

In  the  northern  region, 
the  so-called  Treasure  Coast, 
Scripps  Howard  Newspapers 
contend  with  the  revitalized 
Treasure  Coast  News/Press- 
Tribune.  The  Miami  Herald 
weighs  in  on  any  big  story, 
but  has  largely  pulled  back 
from  day-to-day  coverage 
of  Palm  Beach  County. 


Setting  a  new  tone 

.  When  Eddie  Sears  first 

‘count  arrived  as  the  new  Palm  Beach 
Post  executive  editor  in  the  fall 
of  1985,  the  Herald  was  already  in  town  — 
big-time.  The  Herald  bureau  was  huge,  with 
20  reporters,  two  or  three  photographers, 
and  even  its  own  hierarchy.  Tom  O’Hara 
was  the  city  editor  of  its  Palm  Beach  bureau. 
“We  were  kicking  their  ass,  journalistically,” 
he  recalls.  “The  Post  was  sort  of  in  a  slump 
at  the  time.” 

Says  Editorial  Page  Editor  Schultz,  ‘When 
Eddie  came  here,  he  had  to  do  a  lot  quickly. 
That  first  year,  I  won’t  say  was  frenetic,  but 
it  was  very  intense.  Eddie’s  job  then  was 


“I  was  concerned  that  serving 
ads  on  my  site  might  mean  losing 
traffic  to  competitors.  And  i 
didn’t  think  the  ad  revenue  would 
amount  to  much.” 


Talk  about  control:  AdSense  lets  you  block  up  to  200 
competitive  URLs.  What’s  more,  AdSense  enables  you  to 
serve  ads  that  are  relevant  to  the  content  on  your  site. 
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The  more  relevant  the  ads  are  to  the  content  on  your  site, 
the  more  likely  it  is  that  visitors  will  click  on  them  - 
generating  additional  income  for  you  in  the  process.  And 
it  takes  very  little  effort  to  get  started  serving  ads. 

AdSense  combines  Google  search  technology  with  Google's 
150,000-strong  base  of  advertisers.  And  since  Google  does 
all  the  work  of  signing  up  advertisers  and  placing  the  ads, 
you  can  focus  on  buildings  great  site  that  pays  its  way. 

Learn  about  the  AdSense  advantages  at 
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©  2004  Gaigle  Inc.  All  rights  reserved,  Google  iind  the  G:s; 


ire  traclemarK?  of  Google  Inc.  All  other  company  and  product  n 


28  EDITOR& PUBLISHER  FEBRUARY  2004 


www.editorandpublisher.com 


basically  to  keep  mashing  the  accelerator 
down  and  say  to  us  all,  come  on,  let’s  go.” 

Sears  quickly  set  a  new  tone,  recalls  edito¬ 
rial  writer  Jac  VerSteeg:  “It  was  a  news 
meeting,  and  I  remember  we  had  gotten  a 
picture  over  the  wire  of  a  two-headed  snake. 
In  the  old  days  that  would  definitely  have 
gone  into  the  paper.  While  people  are  talk¬ 
ing  about  the  news  budget,  Eddie  takes  the 
picture,  holds  it  up,  looks  at  it,  and  without 
saying  a  word  tears  it  in  half.  And  that  told 
us  that  no  more  pictures  of  two-headed 
snakes  would  be  running  in  the  newspaper.” 

The  new  editor  also  had  the  task  —  at 
once  brutal  and  delicate  —  of  folding  the 
Post’s  long-time  afternoon  sister  paper,  the 
Evening  Times,  and  combining  the  two 
newsrooms.  But  Publisher  Giufinda  knew 
he  could  do  it  because  he  had  seen  him  do  it 
in  Atlanta,  when  the  two  worked  together  — 
Sears  as  managing  editor  and  Giufinda  as 
general  manager  —  on  the  paf)ers  that 
became  Cox’s  single  flagship.  The  Atlanta 
Journal-Constitution.  It  wasn’t  a  job  Sears 
had  particularly  enjoyed  in  Atlanta.  “My 
job  was  to  put  together  the  Israelis  and  the 
Palestinians,”  he  says  of  the  two  newsrooms, 
but  when  it  was  done  he  figured  he  would 
happily  spend  the  rest  of  his  newspaper 


career  working  in  Atlanta. 

But  when  Giufirida  was  named  as  Post 
publisher,  he  suggested  Sears  come,  too, 
although  he  didn’t  expect  he  could  persuade 
him  from  the  bigger  paper. 

“I  was  rather  sur¬ 
prised  when  he  took 
the  job,  frankly,”  / 

Giufirida  says.  “I  didn’t  know  the  ^ 

extent  of  his  Florida  roots.” 

Sunshine  stater 

Florida  is  where  Eddie 
Sears  was  bom  59  years 
ago,  and  Fort  Lauderdale 
is  where  he  began  his 
newspaper  career  as  a  high 
school  student,  working  as  late  as 
1  a.m.  eveiy  night  taking  scores  on 
the  sports  desk.  In  college  — 
he  was  a  University 
of  Florida  Gator,  of 
course  —  Sears 
continued  to  write 
for  a  local  wire 

service.  He  was  elected  editor  of  the 
Florida  Gator  in  1966,  and  went  into 
the  military  the  next  year. 

It  was  while  stationed  in  Georgia 


THE  \mEY 


that  he  realized  the  true  potential  of  newspa¬ 
pers.  “I  began  to  read  Ralph  McGill,  the 
great  editorial  page  of  the  Atlanta 
Constitution,  Gene  Patterson,”  he  says.  Sears 
was  introduced  to  McGill  just  before 
he  died  in  1969.  (A  book  signed  to 
him  by  the  legendary  journalist  is 
close  at  hand  in  his  office.)  In  1970  he 
joined  the  Constitution  as  a  makeup 
editor.  He  quickly  moved  up  to 
reporter,  then  city  editor  and,  in 
1978,  managing  editor.  He  was 
just  33.  By  1985,  when  the  Post 
editorship  opened  up,  he  was 
looking  forward  to  some 
competition:  “It  wasn’t  as 
fun  without  that.” 

Sears  says  he’s  having  fun 
now.  He  and  his  wife  Jo  Ann 
live  with  their  18-year-old  daugh¬ 
ter  Mateer  in  a 
Mediterranean-style 
house  a  few  blocks 
from  the  newspaper, 
where,  he  says,  he  lives 
by  a  simple  management  philoso¬ 
phy:  “Put  the  right  people  in  the 
right  job,  and  give  them  freedom 
—  and  you  will  be  rewarded.”  11 
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|i  Harris  &  Baseview’s  Solutions 
II  Take  You  From 

Idea  To  Web  To  Doorstep 

I  Editorial,  Internet  and  Circulation  software  gets  your 
I  information  out  in  a  variety  of  formats. 

\ 

i  Harris  &  Baseview’s  software  takes  your  information  from  the  newsroom  to  your  readers,  whether  they’re  at 
I  home,  work  or  in  cyberspace. 

i  Our  editorial  solutions  work  on  a  variety  of  platforms  and  come  in  adjustable  sizes.  Jazbox,  with  its  writing  and 

i  editing  component  NewsJaz,  lets  users  easily  group  stories,  captions,  photos,  etc.,  into  collections  or  articles 

using  Newsjaz  Related  Objects.  Editing  and  pagination  via  Adobe’s  InCopy  and  InDesign  is  so  easy,  your  staff 
has  more  time  to  devote  to  content.  NewsEditPro  and  NewsEditPro  IQue  let  you  build  searches  that  find  exactly 
the  files  you  need,  edit  photos  from  within  the  application  and  paginate  with  drag-and-drop  efficiency  to  either 
QuarkXPress  or  InDesign. 

When  the  print  edition  of  your  publication  is  ready,  you  can  easily  move  that  information  to  the  Web.  Webjaz 
uses  an  XML-based  object  repository  and  a  “smart  template”  system  to  minimize  human  interaction.  LivelQue 
is  the  Internet  arm  of  the  IQue  Editorial  System.  With  a  minimum  of  setup,  information  is  published  to  your  Web 
site  simply  by  moving  it  to  the  appropriate  folder  and  category.  There’s  no  need  for  HTML. 

I  Or  you  can  hand  over  the  headaches  of  Web  publishing  entirely  to  us  by  using  the  BITS  Web-hosting  service. 

I  We  give  you  an  information-rich  Web  site  complete  with  up-to-the-minute  news,  advertising,  polls,  newsletters, 

I  j  site  registration  and  more.  BITS  can  be  used  in  modules  so  you  can  have  as  much  or  as  little  on  your  site  as 

I I  you  wish,  or  you  can  go  for  the  cost-efficient  bundled  solution.  Either  way,  the  hardware  and  software  upkeep 
|i  is  in  our  hands,  ensuring  you’ll  always  have  headache-free  Web  publishing. 

j; 

I  We  can  also  help  get  your  printed  publication  to  your  reader’s  doorsteps,  then  help  you  track  the  efficiency  of 
I  your  circulation  department.  CirculationPro  uses  a  browser-based  client  (no  additional  software  needed!)  to  give 
you  the  reports  and  management  tools  you  need  and  there  are  a  variety  of  server  options  for  CirculationPro. 
CirculationPro  is  totally  integrated  with  PAVE-certified  postal  software  so  you  don’t  have  to  import  or  export 
records  and  you  can  easily  host  multiple  publications  from  a  single  location.  The  SQL  database  is  solid,  stable, 
fast  and  reliable.  You  can  even  choose  to  use  CirculationPro  as  an  ASP-hosted  solution. 

Our  advertising  products  -  AdPower  and  AdManagerPro  -  relieve  your  staff  of  the  day-to-day  hassles  of 
booking  ads,  invoicing,  etc.,  and  let  them  keep  busy  with  selling.  You  can  have  online  advertising  and  paginate 
classified  and  simple  ROP  ads  too.  ProductionManagerPro  helps  you  track  those  ads  and  keeps  all  the 
elements  of  your  ads  together  in  one  easy-to-find  folder. 


For  more  information  on  Harris  &  Basevview  and  what  we  can  do  for  you,  contact  Peter  Cooper,  Director  of 
Marketing,  at  321-242-4382  or  by  e-mailing  him  at  peter.cooper@harrisbaseview.com.  Learn  more  about  Harris 
&  Baseview  at  http://www.harrisbaseview.com. 


See  us  in  Booth  No.  62  at  the  America  East  show  in  Hershey,  Pa.,  March  22-25. 


At  Harris  6f  Baseview,  our  goal  is  to  put  you  on  the  road  to  more  Many  of  these  innovative  solutions  come  from  years  of  road  testing 

efficient  publishing,  and  keep  you  there.  VVeVe  been  travelling  the  and  listening  to  our  test  drivers.  Handling  is  most  important,  and 
publishing  highways  longer  than  anyone  in  the  industry,  .so  we  we  value  the  feedback  that  c'omes  from  our  customers. 


know  how  to  keep  you  on  track,  and  the  best  route  to  get  you  there. 

Once  you  get  behind  the  wheel  of  one  of  our  many  solutions,  you’ll 
We  lot)k  ahead  to  tlie  future  of  technology,  and  pave  the  way  with  know  why  our  customers  keep  coming  back.  With  no-fuss  installa- 
ec-onomical  and  reliable  publishing  solutions.  tions  and  the  best  road-side  assistanc'e  in  the  industry,  yx)u’ll  bum 

less  fuel  to  get  you  to  vour  destination. 

We  design  solutions  for  advertising,  circulation,  editorial,  tlie 

Internet,  production  and  .syndication,  so  we  have  covered  lots  Contact  us  for  more  inforaiation  about  our  superior  publishing 

of  miles  and  have  lots  of  models  for  you  to  choose  from.  vehicles,  and  find  out  how  you  can  take  one  for  a  te.st  drive. 


Florida  Campus  321.242.5000  •  Michigan  Campus  734.662.5800 
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DARIO 

T/  DESIGNS 


If  we  make  our  decisions  based  on  what  is 
in  the  best  interest  of  our  clients,  it  will  prove 
to  be  in  our  own  best  interest  in  the  long 
run. 

Dario  D.  D.  DiMare,  AIA,  President 


THE  Newspaper  Facility  Design  Specialists 


FIRST  THINGS  FIRST 

The  following  are  some  of  the  "FIRSTS"  at  Dario  Designs: 

FIRST  and  only  architectural  firm  dedicated  strictly  to  the  newspaper 
industry. 

FIRST  to  install  a  KBA  Comet  press  (Wenatchee, WA) ...  and  the  second 
one  as  well  (Bend,  OR). 

FIRST  to  install  a  WIFAG  press  in  Tulsa,  OK  (Dario  Designs  engineers). 
FIRST  to  install  a  MAN  Roland  GEOMAN  Press  with  Dynachange 
capabilities,  tower  to  tower  flying  plate  changes  (Grand  Rapids,  Ml). 

FIRST  to  install  TKS  4x1  Colortop  presses  (Salt  Lake  City,  UT). 

FIRST  to  win  NAA  booth  design  contest  at  NEXPO  three  times  in  a  row. 
FIRST  supplier  to  win  the  ING  "Ozzie  Newspaper  Award"  (Boston,  MA). 
FIRST  to  undertake  twelve  simultaneous  newspaper  projects  for  the  same 
company,  all  coming  in  on  budget  and  on  time.  This  project  was  the  bringing 
of  color  to  The  Wall  Street  Journal. 

FIRST  to  have  a  team  this  large  and  with  this  much  experience  dedicated 
strictly  to  the  newspaper  industry. 

FIRST  firm  to  have  10  years  of  service  in  the 
newspaper  industry  with  the  following 
"Never  Say  Never"  track  record . 


Grand  Rapids  Press,  Grand  Rapids,  Ml 


NEVER  SAY  "NEVER  SAY  NEVER" 


Dario  Designs  has  NEVER  had  an  unsatisfied  customer. 

Dario  Designs  has  NEVER  been  to  arbitration. 

Dario  Designs  has  NEVER  been  to  mediation. 

Dario  Designs  has  NEVER  been  to  court  or  trial. 

Dario  Designs  has  NEVER  been  sued. 

Dario  Designs  has  NEVER  not  been  paid. 

Dario  Designs  has  NEVER  needed  a  loan  for  cash  flow  or  payroll. 

Dario  Designs  has  NEVER  not  grown  in  business  each  year. 

Dario  Designs  has  NEVER  lost  a  design  competition. 

Dario  Designs  has  NEVER  stopped  trying  to  improve  their  quality. 

Dario  Designs  has  NEVER  used  any  errors  &  omissions  or  malpractice 
insurance. 

Dario  Designs  has  NEVER  lost  sight  of  what  got  them  where  they  are  today. 


.  ■'’f  I 


WIN  WIN  WIN  with  DARIO  DESIGNS 

Dario  Designs  won  the  NEXPO  booth  design  award  three  years  in  a  row. 

The  NAA  actually  threw  a  hat  into  the  Dario  Designs  booth,  symbolizing  the 
"hat  trick".  Mr.  DiMare,  President  and  founder  of  Dario  Designs,  said  "An 
architectural  firm  that  designs  spaces  for  a  living  would  naturally  have  a  leg 
up  on  other  companies".  But,  Dario  Designs  wanted  to  make  sure  it  won  the 
design  award  because  there  were  other  design  firms  at  NEXPO.  The  firm 
treated  the  NEXPO  Challenge  as  a  "design  competition".  Having  never  lost  a 
design  competition,  Dario  Designs  wanted  to  maintain  its  track  record. 
Customers  could  then  conclude  that  if  Dario  Designs  put  forth  the  same  or 
greater  effort  into  their  facilities,  they  too  would  be  the  beneficiaries  of  the 
best  designs  available. 


Their  first  WIN  (in  2001 ),  was  the  falling  blocks  that  got  a  smile  out  of 
everyone.  The  second  booth  WIN  (in  2002),  introduced  the  cube  concept 
that  was  like  their  facilities:  flexible,  functional,  and  fun.  The  cube  was 
dynamic,  as  was  the  booth.  Both  changed  daily  and  drew  attendees 
back  each  day  to  a  new  configuration.  The  third  WIN  (in  2003),  was  the 
cube  concept  taken  "outside  the  box".  It  was  "The  house  that  Dario  Designs 
builf ,  the  shed,  and  of  course  the  outhouse.  The  design  highlighted  work 
examples  in  a  formal  art  gallery  display,  allowed  people  to  relax  in  the  shed 
and  have  fun  with  the  Lego  cubes  in  the  outhouse. 

DARIO  DESIGNS  has  worked  on  more  than  300  newspaper  projects  with 
a  team  who  has  experience  with  over  750  newspaper  projects ...  and  our 
team  has  grown!  This  is  the  largest  group  of  people  ever  assembled 
dedicated  exclusively  to  the  design  of  newspaper  facilities. 


Navneet  Anand,  Architectural  Designer 
Kevin  Anderson,  RA,  Architect 
Clitf  Blake,  Architectural  Designer 
Gary  Buono,  Architectural  Designer 
Paul  J.Coates,  RA,  Architect 
Diane  Dadah,  Administrative  Assistant 
Dark)  D.  D.  DiMare,  AIA,  President 
Cynthia  DiMatteo,  Marketing  Director 
David  S.  Ehrhardt,  AIA,  Vice  President 
Valerie  Eno,  IT  Manager 
Frank  Finneran,  Controller 


Frederic  A.  Hayden,  RA,  Architect/Project  Manager 

Kathryn  Hochhauser,  Architectural  Designer 

David  Hogan,  AIA,  Vice  President 

Dick  Keener,  Project  Manager 

Peter  Kai  Jung  Lew,  RA,  Senior  Prr^  Manager 

Quoc  Le,  Architectural  Designer 

Jennifer  Malesky,  Office  Manager 

Richard  J.  Nolin,  Project  Designer 

Matthew  A.  Picone,  Project  Designer 

Robert  J.  Searson,  Jr.,  RA,  Senior  Prt^  Manager 

Les  Stucka.  AIA,  Quality  Control  Manager 
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Architecture 
Programming 
Masterplannig 
Strategic  Planning 
Feasibility  Studies 
Operational  Cost  Studies 
Equipment  Manning  Studies 
Equipment  Selection  &  Layout 
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-  Rockford  Register  Star,  Rockford, 
ewspapers.  Fort  Wayne,  IN  ■-  The  Herald, 
ityTimes,Davenport,IA~LeeEnterpris 

The  Wall  Street  Journal.  Des  Moines,  lA 

-  Daily  News,  Bowling  Green,  KY  - 
Courier-Journal,  Louisville,  KY  -  J. 
Frank  Publishing,  Manchester,  KY  ~ 
Bangor  Daily  News,  Bangor,  ME  -  The 
Times  Record,  Brunswick,  ME  ~  Sun- 
Journal,  Lewiston,  ME  ~  The  Sun, 
Baltimore,  MD  ~  The  Frederick  News- 
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Brockton,  MA  -  Harvard  Crimson, 
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Group,  Inc.,  Devens,  MA  -  Nashoba 
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Pepperell  Free  Press,  Pepperell,  MA 
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The  Anniston  Star,  Anniston,  AL  -  The  BirminghamNews, 
Birmingham,  AL  ~  Casa  Grande  Dispatch,  Casa  Grande,  AZ  -•  The 
Alameda  Times  -  Star,  Alameda,  CA  -  The  Argus,  Fremont,  CA  ~  The 
Daily  Review,  Hayward,  CA  -  Alameda  Newspaper  Group  (ANG), 
Oakland,  CA  ~  The  Oakland  Tribune,  Oakland,  CA  -  Tri-Valley 
Herald,  Pleasanton,  CA  -  San  Francisco  Newspaper  Agency,  San 
Francisco,  CA  ~  The  Wall  Street  Journal.  Denver,  CO  ~  The  Wall 
Street  Journal.  Orlando,  FL  -  The  Tampa  Tribune,  Tampa,  FL  - 
Augusta  Chronicle,  Augusta,  GA  -  Scitex,  Atlanta,  GA  The  Wall 
Street  Journal.  La  Grange,  GA  -  Honolulu  Advertiser,  Honolulu,  HI 
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The  Enterprise,  Quincy,  MA  ~  The  Patriot 
Ledger,  Quincy,  MA  -  Essex  County 
Newspapers,  Salem,  MAShirley  Oracle, 
Shirley,  MA  -  Union-News,  Springfield, 
MA  ~  Townsend  Time,  Townsend,  MA  ~ 
Bay  City  Times,  Bay  City,  Ml  -  Valley 
Publishing,  Bay  City/Saginaw,  Ml  -  The 
Grand  Rapids  Press,  Grand  Rapids,  Mi  - 
The  Flint  Journal,  Flint,  Ml  -  Citizen 
Patriot,  Jackson,  Ml  ~  Kalamazoo 
Gazette,  Kalamazoo,  Ml 
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'orning  Telegraph,  Tyler,  TX  -  Newspape' 
gency  Corporation,  Salt  Lake  City 
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ourier,  Bristol,  VA  -  TheFreeLance 
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News-Letter,  Exeter,  NH  -  The  Keene  Sentinel, 
Keene.  NH  ~  Hampton  Union,  Hampton.  NH  - 
The  Telegraph,  Nashua.  NH  -  Seacoast 
Newspapers.  Portsmouth,  NH  -  Portsmouth 
Herald,  Portsmouth,  NH  -  Rockingham 
News,  Rockingham,  NH  -  York  County  Coast 
Star,  York,  NH  -  York  Weekly,  York,  NH  - 
The  Press  of  Atlantic  City,  Atlantic  City, 
NJ  -  Evergreen  P  &  P,  Bellmawr,  NJ  -  The 
Record,  Hackensack.  NJ  -  TheStar 
Ledger,  Newark,  NJ  -  The  Record,  Rockaway, 
NJ  -The  Wall  Street  Journal.  South  Brunswick, 
NJ  -  The  Buffalo  News,  Buffalo,  NY  -  Times 
Herald  Record,  Middletown,  NY  -  Daily 
News.  New  York  City,  NY  -  Asheville 
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Dario  Designs  would  like  to 
thank  all  of  our  customers  for 
contributing  to  our  success. 


Newspaper  Systems  Special  Advertising  Section 


Vision  Data  growth  continues  in  4th  quarter: 

Proven  performance  and  stability 
attract  daily  and  suburban  papers. 


RENSSELAER,  NY:  Vision  Data  Software,  one  of  the  nation’s  oldest  and  most  respected  publication  software 
companies,  continues  to  be  one  of  the  fastest  growing,  in  terms  of  both  technological  advances  and  expanding  j 
customer  base.  Newspaper  companies  from  eight  (8)  states,  representing  a  total  of  over  60  publications,  made  .  i 

new  investments  in  Vision  Data  Software  products,  during  the  4th  quarter  of  2003.  This  includes  11  new  ‘ 

newspapers  opting  to  run  their  publications  remotely  via  the  Internet  on  Vision  Data’s  central  ASP  (Application 
Service  Provider)  server  located  in  Rensselaer,  New  York.  The  Vision  ASP  Server  is  now  running  papers  from  • 
California  to  New  Jersey. 

The  Kingsport  (TN)  Times-News,  41,000  daily,  purchased  the  Vision  Total  Advertising  Classified  System  for  1st 
quarter  installation.  This  includes  all  software,  including  remote  Internet  ad  entry  and  a  new  server.  Their  old  server 
will  be  moved  to  their  sister  paper  in  Lebanon,  TN  (8,851  daily),  where  they  have  also  purchased  a  new  Vision  Data 
Total  Advertising  system.  Their  sister  paper  in  Grand  Haven,  Ml  (10,241  daily)  is  also  installing  a  new  server  during 
the  first  quarter  to  run  their  upgraded  Vision  Data  software  systems. 

The  Hudson  Reporter  weekly  newspaper  group,  Hoboken,  NJ,  publishers  of  12  suburban  weeklies  in  the  Hudson 
county  area  of  NJ,  have  purchased  the  Vision  Total  Advertising  Display  and  Classified  system,  including  Pagination  ;  ; 

and  Vision  HomeLink  remote  Internet  classified  ad  entry.  It  also  includes  on-screen  real  time  credit  card  verification  ;  ■  j 

and  the  ability  to  fax  or  e-mail  classified  ad  proofs,  reports  or  customer  statements.  The  system  will  enable  much  !  ■ ! 
more  in  the  way  of  cross-selling  and  combination  package  sales  opportunities  for  their  various  publishing  entities.  >  j 
Installation  is  scheduled  for  the  first  quarter,  2004.  j 

Creative  Publishing,  Peabody,  MA  has  purchased  the  Vision  Total  Advertising  Display  billing/accounts  receivables 
system  for  their  community  newspapers  in  the  Northeastern  Massachusetts  area.  The  system  includes  file  ’  j 
conversions  and  a  new  central  server  and  will  handle  combination  selling  between  their  different  publications.  i 

The  Merchandisers,  in  Lebanon  and  Reading,  PA  (total  weekly  circulation,  200,000+)  have  added  the  Vision  Total 
Accounts  Payable/General  Ledger  system  to  their  Vision  Total  Advertising  Display  and  Classified  System  installed  earlier  j 
in  2003.  They  are  also  planning  to  add  the  Vision  Circulation  Management  System  during  the  first  quarter  of  2004.  i  ! 

Bee  Publications,  Amherst,  NY,  publishers  of  9  suburban  publications  in  the  Buffalo,  NY  area,  purchased  the  Vision  ;  ■  j 
Total  Advertising  Display  and  Classified  system  with  Pagination  for  first  quarter  2004  installation.  The  system  will  J|i 
be  run  on  a  server  at  the  corporate  headquarters  in  Amherst  and  will  allow  cross-selling  between  any  of  the  9  |!' 

publications  for  display  advertising  with  a  common  classified  section  running  in  all  9  papers.  :  ; 

Douthit  Communications,  Inc  (DCI),  publishers  of  14  suburban  newspapers  along  the  Cleveland  -Toledo  corridor  | 
as  well  as  Homes  magazines  in  Denver,  Salt  Lake  City,  Indianapolis  and  other  cities,  has  purchased  Vision  Data  :  I 
Total  Advertising,  Classified  and  Display  system,  with  Pagination,  as  well  as  Vision  Data’s  Circulation  Management  ;! 
System  and  graphical  Accounts  Payable/General  Ledger  system,  with  training  scheduled  for  January  2004.  :  •  j 

According  to  Vision  Data  president,  Thomas  A  Dempsey,  “With  a  current  user  base  of  over  1100  publications,  Ij  ! 
Vision  Data’s  support  infrastructure  has  grown  to  the  point  where  we  can  afford  to  make  major  investments  in  i‘ 
innovation  and  system  development,  while  continuing  to  offer  outstanding  support  and  customer  service.  Based  :i 
on  our  multiple  strengths  and  proven  reputation  as  well  as  an  improving  economy,  indications  are  that  2004  could 
well  set  an  all  time  record  for  new  business  growth  for  Vision  Data.” 

^VISmDATA 

^  VISION  DATA  EOnPMENT  CORPORATION 


Improve  your  BOTTOM  LINE 


•  •  • 


WITH  VISION 

Vision  Data  Newspaper  Management  Systems 


•  Classified  Sales,  Management  &  Pagination 

•  Display  Ad  Sales,  Sales  Management,  Accounting 

•  Circulation  &  Fulfillment  Management 

•  Unmatched  rating  A  pricing  nexibillty 

We  excel  in  multi-pub  combo  selling  and  complex  rate  structures. 

•  Total  cumtomer  service  -  fully  integrated,  from  a 
single  workstation  -  Classified,  Display,  Circulation. 

•  WEB  access  •  For  remote  users  or  customers 

•  Unsurpassed  reporting  through  hundreds  of  user 
defined  “standard”  reports  and  the  ability  to  utilize  any  report- 
writer  or  data  analyzer  of  the  newspaper’s  choice. 

•  Single  database  design-  NO  INTERFACES  - 
single  file  per  customer  -  Improve  sales  and  marketing  and 
simplify  operation. 

•  Proven  reputation  for  customer  support  - 

Excellent  customer  retention  earned  through  experienced  24/7  customer 
support  staff.  (Average:  t3+  years  tenure  per  employee) 

•  ASP  services  -  In-house  ASP  servers  can  run  any  publication  on  a 
full-time  or  backup  basis  with  short  notice. 

•  $  millions  invested  in  development  -  Vision  Data 
annually  re-invests  heavily  in  product  innovation,  resulting  in  one  of  the 
industry's  most  robust  suites  of  publication  software  available. 


'%#  VISEC»J  DATA. 

VISION  DATA  EQUIPMENT  CXIRFOSATTON 


‘n’he  proven  experts  in  remote  multi-publication  networking 


518-434-2193 


www.vdata.com 


Tony  Ridder  still  loves  his  job 

AND  FEELS  ‘NO  PRESSURE  TO  MOVE  ON’ 


BY  LUCIA  MOSES 

Despite  a  long  economic  slog  for  the  industry, 
with  no  guarantee  of  a  quick  upturn,  Tony  Ridder 
insists  he’s  still  having  fun.  Knight  Ridder  remains  the 
nation’s  second-largest  newspaper  chain,  with  31  daily 
papers  and  26  non-dailies  —  along  with  32  Knight  Rid¬ 
der  Digital  sites  and  its  nationwide  Real  Cities  Network.  Although 
Ridder,  the  company’s  chairman  and  CEO  since  1995,  points  to  many 
reasons  for  optimism  for  his  newspapers,  including  a  steadying  of  the 
employment  classified  dive,  some  financial  analysts  question  his  strate¬ 
gy  of  growing  circulation  by  selective  price  discounting,  and  wonder 
how  much  further  he  can  cut  costs.  E^P  caught  up  with  the  62-year-old 
Ridder  in  December  when  he  was  in  New  York,  to  talk  about  the  criti¬ 
cism,  his  plans  to  grow  the  company,  and  how  he  hopes  to  leave  it  — 
which  he  is  in  no  hurry  to  do.  “I  love  going  to  work,”  he  says. 


P.  Anthony  Ridder  outside  Knight  Ridder  headquarters  in  San  Jose,  Calif.:  “Having  our  newspapers 
be  good  places  to  work,  where  people  are  treated  fairly,  is  very  important  to  us.” 
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Q  Let’s  talk  about  the 
•future  of  Knight  Bidder 
overali.  If  keeping  the 
company  independent  is 
the  goal,  how  do  you  plan 
to  do  that? 

To  manage  the  business  in  a  way 
where  we’re  considered  top-tier 
financially,  and  top-tier  journalistically. 
Most  times,  people  who  lose  their 
independence  were  people  who  were 
not  managing  their  business  in  a  top- 
tier  financial  way. 

What  about 
•acquisitions? 

We  have  made  some  Internet  acquisi¬ 
tions.  ...  In  a  typical  market,  10%  of  the 
ad  dollars  go  to  other  local  print.  Our 
acquisition  strategy  is  to  add  to  the  Inter¬ 
net,  to  buy  these  niche  publications  — 
what  we’d  call  other  local  print. 


QSo  the  most  likely 
•outcome  now? 

Stay  right  where  we  are. 

Q  You’ve  tried  to 
•demonstrate  that 
you  care  as  much  about  the 
journalistic  standards  at 
Knight  Bidder  as  the  profits. 

Is  that  message  getting 
across?  And  if  so,  how  do 
you  know? 

I  think  maybe  the  best  indication  is,  we 
really  don’t  have  trouble  attracting  people 
to  work  in  our  newsrooms.  We’re  able  to 
attract  some  of  the  most  qualified  people 
in  the  industry.  Our  staffing  is  above  the 
industry’s  average  numbers. 

QNow  that  the  dust  has 
•settled  from  the  Jay 
Harris  episode,  do  you  have 


Q  What’s  the  endgame 
•in  Seattle?  Do  you  see 
a  way  out  for  Knight  Kidder’s 
49.5%  ownership  in  the 
Seattie  Times  Co.? 


any  perspective  on  it  that 
you  didn’t  have  before?  Do 
you  still  feel  you  got  a  bad 
rap  in  the  resuiting 
coverage? 


Not  at  the  present  time.  The  endgame 
we  have  is  that  someday  we  will  be  able  to 
acquire  the  other  50%.  At  the  present 
time,  [the  Blethens]  are  not  interested  in 
selling.  I  don’t  know  if  it  will  [change].  If 
it  does,  we’d  be  interested.  There  are  only 
two  options:  Stay  or  sell. 


I  think  a  lot  of  things  that  were  said 
were  not  true,  so  I  think  the  proof  of  what 
we  stand  for  is  how  we  conduct  ourselves, 
the  way  we  operate  in  our  newsrooms. 
Not  that  you  can’t  find  disenchanted 
people  in  our  newsrooms,  but...  how  we 
treat  people  who  work  for  us,  and  having 
our  newspapers  be  good  places  to  work 


where  people  are  treated  fairly,  are 
very  important. 

QWas  there  an^hing  you 
•  f eit  was  particularly 
unfair  in  the  Jay  Harris 
coverage? 

Profits  were  falling,  margins  were 
falling,  and  people  just  accepted  the 
statement  that  we  were  improving  mar¬ 
gins  while  revenues  were  falling.  People 
were  saying  things  like,  “Knight  Bidder 
has  the  highest  margins  in  the  industry,” 
and  a  lot  of  people  accepted  it  without 
bothering  to  find  out  the  truth. 

QIn  the  industry, 

•production  workers  are 
aging,  recruitment  efforts  by 
the  business  side  have  been 
scaled  back,  and  minority 
candidates  remain  difficult 
for  the  news  side  to  attract. 
What  are  your  biggest 
staffing  concerns? 

Finding  talented  people  in  all  parts  of 
the  newspaper  to  come  into  the  business, 
when  there’s  a  lot  of  negative  things  i 

written  about  the  future  of  newspapers. 

About  30%  of  the  United  States  is 
made  up  of  people  of  color.  The  popula¬ 
tion  of  our  company  overall  is  about  equal 
to  that.  But  that  doesn’t  say  that  we’re 
30%  at  every  level  of  the  company.  So 
that’s  the  challenge  for  us,  to  develop 
people  of  color  so  that  we  are  roughly 
comparable  to  the  population  at  all  levels 
of  the  organization. 

QTalk  a  little  about  Knight 
•Bidder’s  approach  to 
reaching  the  next  generation 
of  readers. 

What  we  have  done  is  we  have  a  group 
of  editors  including  Jerry  [Ceppos]  come 
up  with  20  questions  that  fall  into  seven  j 
categories,  such  as  “fairness”  or  “people  j 
like  me.”  We  feel  that  these  seven  tenets 
are  what  draw  readership  to  our  newspa¬ 
pers  —  readership  at  all  levels.  It’s  hard 
to  say  what  young  people  are  interested 
in  that  other  people  are  not  interested  in, 
(but)  all  young  people  are  concerned 
about  whether  the  paper  is  fair.  Young 
people,  particularly  if  they’re  a  minority, 
want  to  feel  it’s  a  paper  for  people  like 
them.  So  if  they  are  a  minority  and  they 
feel  it’s  written  and  edited  by  white 
males,  they’re  less  likely  to  buy  it.  j 
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The  Ursula  and  Gilbert  Farfel  Prize  for 
Excellence  in  Investigative  Reporting 


The  Farfel  Prize  is  awarded  by  the  College  of  Communication’s  E.  W. 
Scripps  School  of  Journalism  at  Ohio  University.  This  national  investi¬ 
gative  journalism  prize  was  made  possible  by  a  $500,000  endowment 
established  by  Ursula  and  Dr.  Gilbert  Farfel  within  the  Ohio  University 


Foundation 


In  addition  to  receiving  a  cash  award  of  $25,()()(),  the  joiirnalist(s)  receiving 
the  prize  will  be  invited  to  serxe  as  a  visiting  professional(s)  in  the  College 
of  Communication  and  to  hold  a  public  lecture  to  discuss  the  prize-winning 
project. 

Purpose: 

To  encourage  print  media  to  pursue  investigative  reporting  projects.  The 
prize  is  designed  to  reward  major  substantive  print  reporting  that  covers 
stories  intelligently  and  completely. 

Criteria: 

•  Any  reporter,  team  of  reporters,  or  freelance  journalist(s)  working  for  a 
United  States  newspaper,  magazine,  or  wire  serxice  is  eligible. 

•  The  stor\'  or  series  must  be  major  substantive  reporting  that  covers  a  storv' 
completely  and  raises  public  consciousness  and/or  awareness  about 

the  topic. 

•  The  stor)^  or  series  must  have  been  written  as  a  result  of  extra  effort  on 
the  part  of  the  reporter,  team,  or  freelance  journalist(s)  to  pursue  an  issue 
in  depth. 

•  The  stor\'  or  series  must  have  been  published  within  calendar  year  2003. 

•  The  deadline  for  applications  or  nominations  is  March  15,  2004. 

•  The  2003  award  will  be  announced  in  April  2004  in  conjunction  with 
the  Scripps  Howard  Foundation’s  National  Journalism  Awards. 

tfr  OHIO 

UNIVERSITY 

Applications  and  entr\'  fee  requirements  can  be  found 
online  at  www.ohio.edu/farfelprize. 


Newspaper 

Sales/Appraisals 

EXPERIENCED 

CONFIDENTIAL 

PROFESSIONAL 

Mike  Lindsey  has  sold  more 
than  100  publications  and 
appraised  more  than  100 
others  with  total  sales  over 
100  million  dollars. 

The  last  sale  generated 
eight  buyers  with  three 
offers  exceeding  the 
target  price. 

Deciding  to  sell  is  a  big 
decision  and  you  need 
all  the  professional 
experience  you  can  get. 

Mike  Lindsey  was  raised 
in  a  newspaper  family, 
published  dailies  for  a 
group,  and  then  formed 
his  own  group  and  went 
on  to  own  19  papers. 

He's  sold  more  family- 
owned  daily  and  weekly 
papers  than  any  other 
active  broker  but  one. 

He  can  help  you! 
Serving  all  50  states. 

CALL  TODAY 

Michael  D.  Lindsey 
Media  Consultants,  Inc. 
6225  Mountainview  Drive 
Cheyenne,  Wyoming  82009 
307-772-0004 

www.publicationsforsale.com 


In  the  fall  of  2002,  we  took  these  20 
questions  and  started  with  a  task  force  of 
editors  but  then  it  was  reviewed  by  a  lot 
of  editors  around  the  company  and  cor¬ 
porate  people.  Polk  [Laffoon]  and  I,  and 
others  on  the  corporate  staff  went  out 
in  the  field  and  we  measured,  paper  by 
paper,  question  by  question,  tenet  by 
tenet,  how  they  felt  about  their  newspa¬ 
per.  We  also  at  the  same  time  took  the 
same  survey  of  the  newsroom  staff  to 
see  how  their  views  on  those  questions 
compared  to  the  views  of  our  readers. 

We  are  about  to  find  out  how  we 
did  over  the  past  year,  where  we  made 
progress,  where  we  didn’t  make  progress, 
whether  we  improved  overall.  We  feel 
these  tenets  are  most  important  in  deter¬ 
mining  what  is  going  to  cause  people  to 
be  more  likely  to  read  a  newspaper. ... 
How  are  they  getting  their  information? 
Are  they  getting  it  from  free  publica¬ 
tions?  And  if  they  are,  why  shouldn’t  we 
be  looking  at  that  information?  Why 
should  we  allow  other  people  to  do  that? 
Why  shouldn’t  we  be  competing  with 
people  who  are  doing  that? 

So  that’s  why  we’re  looking  at  it.  That’s 
why  we’re  doing  “Blue”  [a  daily  section 
wrapped  around  the  State  College,  Pa., 
Centre  Daily  Times\  that’s  why  we’re 
doing  Street  [in  Miami,  a  free  entertain¬ 
ment  publication].  That’s  why  we’re 
now  trying  to  look  at  what  we  should 
be  doing  in  all  of  our  markets.  We  will 
not  have  a  cookie-cutter  kind  of  ap¬ 
proach  to  this  thing. ...  Our  advertisers 
want  it.  Our  advertisers  want  to  reach 
young  people. 

Q  What’s  your  succession 
•  plan?  Newspaper 
Division  President  Steve 
Rossi’s  the  logical  choice;  is 
anyone  else  being  Roomed  or 
considered  for  the  job? 

Steve  is  clearly  the  No.  2  person  in 
the  company,  and  he’s  a  very  talented 


Bernard  H. 
Bidder  Jr. 
(center)  and 
Tony  Bidder 
(right)  at  the 
1998  annual 
meeting  of 
the  Duluth 
(Minn.)  Area 
Chamber  of 
Commerce 


individual.  But  the  board  of  directors 
will  pick  my  successor. 

QHow  do  you  feel  about 
•a  non-Ridder  leading 
the  company? 

I  feel  great  about  it.  As  a  matter  of 
fact,  [former  CEO  Jim]  Batten  wasn’t  a 
Bidder.  There’s  [former  CEO  Alvah  H.] 
Chapman.  We’re  very  much  a  public 
company,  and  my  successor  will  not  be 
a  Bidder.  I  will  not  recommend  that 
my  successor  be  a  Bidder. 

Q  Would  you  consider 
•staying  beyond  age  65? 


I  have  no  pressure  to  move  on.  I  love 
my  job.  I  love  going  to  work.  It’s  ftm.  I 
work  with  really  great  people.  We  are  not 
political.  If  I  see  any  office  politics,  I  get 
rid  of  it  right  away. 

We’ve  got  to  figure  out  lots  of  issues: 
How  do  we  grow  circulation?  How  do  we 
grow  advertising  faster  than  the  markets 
we’re  in? 

QYou  wrote  in  “E&P” 
•recently  about  your 
father’s  [former  chairman 
Bernard  H.  Ridder  Jr]  legacy 
at  Knight  Ridder.  What  legacy 
do  you  want  to  leave  the 
company? 

The  legacy  I  hope  I’ll  leave  for  the 
company  is  that  the  values  that  made 
Knight  Bidder  a  great  company  have 
been  carried  forward  during  my  time 
as  CEO.  We  are  valued  in  three  ways: 
Quality  journalism  is  as  important  a 
value  as  it’s  ever  been.  Nobody  treats 
their  employees  better  than  Knight 
Bidder,  it’s  the  best  place  to  work  in 
the  industry.  Third,  Knight  Bidder  has 
clearly  established  itself  as  a  top-tier 
financial  player,  and  that  was  not  true 
when  I  became  CEO.  II 
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The  Palm.  Beach  PoIt 
IS  PROUD  TO  Congratulate 
Eddie  Sears 

ON  BEING  named 

Editor  of  the  Year. 


The  P^lm  Beach  Post 


Pa  I  m  Beach  Post.com 


A  day  in  the 
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company 

that  tranei:  it« 

MW W  BVW 

roots  back  to  1902  — 
and  tries  to  offer  features 
relevant  to  2004 


BY  DAVE  ASTOR 


At  the  company  that  distributes 
“Get  Fuzzy,”  no  one 
needs  to  tell  the  120 
staffers  to  “Get  Busy.” 

There’s  much  to  do  at  a  ^ 
large  syndicator  like  United  Media  — 
as  E^P  found  during  a  daylong  visit 
to  its  New  York  City  headquarters. 

“Peanuts”  remains  United’s  biggest  mon¬ 
ey-maker  four  years  after  Charles  Schulz’s  death.  About 
2,400  papers  carry  “Peanuts”  reruns,  and  licensed 
products  continue  to  abound.  But  United  also  has 
150  other  features,  including  two  more  comics 
Lynn  Johnston’s  “For  Better  or  For  Worse”  and  Scott 
Adams’  “Dilbert”  —  with  2,000-plus  subscribers. 

Clients  are  always  on  the  mind  of  Customer  Service  Manager 
Carmen  Puello,  the  first  person  visited  by  E^P.  She  and  two  other 
customer-service  reps  in  New  York  field  dozens  of  e-mails  and  calls  a 
day  from  newspaper  people,  readers,  and  others.  “We  answer  a  little  bit 
of  everything  —  from  billing  questions  to  delivery  problems,”  says  Puello, 
who  joined  United  in  1983.  That  was  five  years  after  the  1922-founded  Unit¬ 
ed  Feature  Syndicate  (UFS)  and  1902-founded  Newspaper  Enterprise  Asso¬ 
ciation  (NEA)  syndicate  came  together  under  the  United  Media  umbrella. 

As  she  talks,  Puello  reads  an  e-mail  asking  whether  a  New  York  state 
paper  is  free  to  buy  a  feature  or  whether  the  feature  is  locked  up  by  a 
competitive  daily.  Puello  checks.  “The  coast  is  clear,”  she  says.  Puello  opens 
another  e-mail  from  a  client  who  switched  computers  and  lost  the  password 
enabling  it  to  electronically  access  United  features.  Puello  steers  the  request 
to  the  correct  department.  “We  try  to  get  back  to  people  within  an  hour,” 
notes  Puello.  “We  don’t  let  it  go  to  the  next  day.  That  annoys  people,  and 
they  might  go  somewhere  else”  —  such  as  another  syndicate. 

Now,  Puello  goes  somewhere  else,  a  conference  room  where  she  and 
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Lisa  Klem  Wilson,  right,  leads  a  staff  meeting  at  the  New 
York  City  headquarters  of  United  Media  —  distributor  of 
many  comics,  columns,  and  other  syndicated  features. 


1  “Rose  is  Rose”  by  Pat  Brady 

2  “Dilbert”  by  Scott  Adams 

3  “Luann"  by  Greg  Evans 

4  “9  Chickweed  Lane”  by  Brooke 
McEldowney  5  “Over  the  Hedge” 
by  Michael  Fry  and  T  Lewis 

6  “Frazz”  by  Jef  Mallett 

7  “Peanuts”  by  the  late  Charles 
Schulz  8  “Jump  Start”  by  Robb 
Armstrong  9  “Grand  Avenue” 
by  Steve  Breen  10  “Pearls 
Before  Swine”  by  Stephan  Pastis 

11  “For  Better  or  For  Worse”  by  Lynn 
Johnston  12  “Soup  to  Nutz”  by  Rick 
Stromoski  13  “Get  Fuzzy”  by  Darby 
Conley  14  “Monty”  by  Jim  Meddick 
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Mary  Anne  Grimes  Ricardo  Fraga 


Marianne  Goldstein 


seven  other  executives  are  about  to  start  a 
meeting.  Five  of  the  eight  are  women,  mean¬ 
ing  United’s  upper  echelon  has  more  gender 
diversity  than  many  syndicates. 

Senior  Vice  President/General  Manager 
Lisa  Idem  Wilson  opens  the  session  by 
reporting  that  two  new  features  are  attract¬ 
ing  interest.  One  is  the  multicultural  “Silo 
Roberts”  comic  by  multiethnic  cartoonist 
Rob  Cabrera,  and  the  other  is  the  “Low  Carb 
for  Life”  food  column  by  Dana  Carpender. 

Wilson  says  potential  “Silo”  clients  include 
papers  looking  for  something  kinder  and 
gentler  than  “The  Boondocks.”  And  the 
low-carb  approach  is  one  being  embraced  by 
a  rising  number  of  Americans.  “It’s  a  lifestyle, 
not  a  diet,”  Wilson  says  wryly.  “It’s  a 
religion,”  adds  Managing  Editor  for 
Comics  Jake  Morrissey  even  more  wiyly. 

Then  Executive  Director  _ 

of  Editorial  Marianne  Gold-  f  name 

stein  gives  a  preliminary  \ 

report  on  United’s  poU  of  ; 

the  NEA  package’s  600- 

plus  clients,  which  are  OAsian 

asked  things  like  which  tea-  o  other 

tures  they  use  and  don’t  use. 

“Moderately  Confused’  is 
doing  very  well  in  the 
‘Berry’s  World’  spot,”  Gold- 
stein  says,  referring  to  the 
Jeff  Stabler  comic  that  /  MH 

replaced  Jim  Berry s  in  the  (  j|m| 

package.  Among  other  fea- 
tures  getting  good  pick-up 
are  editorial  cartoons  by 
Stabler  and  Ed  Stein,  op-ed  number  of  ne' 
columns  by  Nat  Hentoff  high  marks  to  tl 
and  Morton  Kondracke, 
medical  advice  by  Dr.  Peter  Gott,  “The  Vil¬ 
lage  Idiot”  humor  column  by  Jim  Mullen, 
“Everyday  Cheapskate”  by  Mary  Hunt,  and 
bridge,  crossword,  and  astrology  offerings. 

Clients  aren’t  happy  with  everything.  “We 
received  requests  for  more  liberal  colum¬ 
nists,”  says  Managing  Editor  for  Editorial 
Neil  Gladstone,  while  noting  that  NEA  was 
adding  liberal  writer  Gene  Lyons. 

Goldstein  mentions  that  “Sense  &  Sensi¬ 


tivity’  advice  columnist  Harriette  Cole  of 
UFS  has  a  paperback  due  out  later  this  year 
that  United’s  salespeople  would  like  copies  of 
to  show  current  and  prospective  Cole  clients. 

Talk  turns  to  what  the  syndicate  business 
might  be  like  in  2004  —  and  Wilson  thinks 
things  will  be  better  than  they  were  in  2003. 
“Last  year,  newspapers  were  holding  back  on 
comic  changes,”  she  says.  “They  were  preoc¬ 
cupied  with  the  war  or  had  no  resources.” 

United’s  feature  rates  are  rising  less  than 
3%  for  2004,  Wilson  adds,  while  expressing 
surprise  that  at  least  two  other  major 
syndicates  are  hiking  prices  more  than  3%. 
“In  this  economy?”  she  says  to  meeting 
attendees,  who  include  United  Director  of 
Finance  and  Administration  John  Louie. 

Morrissey  mentions  a  proposed  collabora¬ 
tion  between  United  and  a  major  TV  net- 

_  work  on  a  college  cartoonist 

GENDER  \  contest,  with  the  winner 
T  ]  ^  o  j  perhaps  getting  a  develop- 
j  ment  deal  from  United. 

(  He  also  talks  about  the 

I  IS  I  possibility  of  the  popular 
“Arthur”  children’s 
'  book/TV  property  spawn- 

ing  a  United  comic. 

Wilson  concludes  the 
1  meeting  by  noting  that 

*  Jn  \  United’s  new  sales-territo- 

\  i  ry  configuration  enables 

j  her  to  handle  eight  mar- 
i  kets  in  addition  to  her 
executive  duties.  The 
former  road  rep  says 

spapers  are  giving  continuing  to  do  some 
i  new  “Silo”  strip.  sales  “helps  me  know  what 
newspapers  are  looking  for 
!  and  what  their  challenges  are.” 


A  number  of  newspapers  are  giving 
high  marks  to  the  new  “Silo”  strip. 


Keeping  an  eye  on  the  future 
Now  it’s  time  for  a  visit  to  Wilson’s  office. 
Like  several  other  United  people,  she  has 
original,  signed  comics  on  her  wall  —  mostly 
from  United  cartoonists  but  some  from 
creators  at  other  syndicates.  Wilson  herself 
worked  for  Universal  Press  Syndicate  before 
joining  United  in  1988,  and  gradually  moved 


to  second-in-command  at  United. 

Wilson’s  typical  day  includes  talking  and 
meeting  with  United’s  sales  reps,  editors, 
licensing  people,  accounting  people,  creators, 
newspaper  clients,  and  others  —  whether  by 
phone  or  in  person.  She  also  keeps  in  contact 
with  25  independent  international  agents. 
United  finds  using  them  to  be  more  effective 
than  sending  American  reps  abroad. 

Asked  about  current  syndication  trends, 
Wilson  cites  —  among  other  things  —  fast 
digital  delivery,  efforts  to  reach  younger 
readers,  and  the  way  niche  features  often  sell 
better  than  general-interest  columns.  “But 
comics  are  comics,”  she  adds.  “They  will 
always  be  the  bread  and  butter  of  our  busi¬ 
ness”  —  especially  ones  that  spawn  books, 

TV  shows,  and  licensed  products  that  com¬ 
prise  a  significant  slice  of  United’s  revenue. 

Jake  Morrissey,  at  our  next  stop,  was  also  a 
Universal  staffer  (for  more  than  a  decade) 
before  joining  the  book-publishing  world  in 
1998  and  then  United  last  year.  One  of  his 
duties  is  editing  comics  before  they  go  to 
newspapers.  “To  me,  good  editing  is 
invisible,”  says  the  published  author.  “My  job 
is  to  help  the  cartoonists  find  the  best  in 
themselves.”  Morrissey  does  add  that  “some 
cartoonists  don’t  need  my  help.” 

He  also  searches  for  new  cartoon  talent, 
which  involves  seeking  out  people  as  well  as 
going  over  comics  submitted  to  United. 
About  5,000  such  submissions  arrive  a  year, 
with  perhaps  three  or  four  selected  for 
further  development.  Choosing  which  ones 
to  sign  can  be  difficult  —  for  instance,  a 
comic,  while  high  quality,  may  not  be  mass- 
market  enough  for  syndication  with  United. 
Morrissey  says  a  number  of  newspapers 
don’t  want  their  comics  too  edgy. 

Today,  Morrissey  is  trying  to  find  a  new 
book  publisher  for  the  work  of  “Drabble” 
cartoonist  Kevin  Fagan.  He’s  also  choosing, 
along  with  cartoonist  Stephan  Fastis  and 
others,  which  of  Fastis’  “Fearls  Before  Swine” 
strips  will  be  used  in  a  new  press  kit. 

Lots  of  the  content  in  press  kits  is  available 
on  UnitedFeatures.com,  but  “people  still  like 
paper,”  says  Executive  Director  of  Syndicate 
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Public  Relations  Mary  Anne  Grimes,  the  first 
person  visits  after  lunch. 

Grimes’  other  tasks  include  sending  out 
press  releases  on  topics  such  as  new-feature 
launches  (usually  10-12  a  year),  working  on 
ads  touting  United’s  features,  notifying 
ne^vspaper  clients  when  creators  do  some¬ 
thing  noteworthy  like  win  an  award  or  write 
a  book,  keeping  track  of  newspaper  polls  to 
see  where  United  comics  rank,  and  more. 

As  Grimes  talks  with  E^P,  the  14-year 
United  veteran  receives  an  e-mail  from  an 
organization  looking  for  a  “Get  Fuzzy” 
original  to  sell  at  a  charity  auction.  And  she 
listens  to  a  phone  message  from  a  Florida 
magazine  seeking  to  interview  United 
cartoonists  who  live  in  a  particular  area  of 
the  Sunshine  State. 

Wherever  creators  are,  it’s  the  norm  these 
days  for  them  to  electronically  transmit  their 
work  to  United.  Once  these  features  are 
edited.  Production  Manager  Ricardo  Fraga 
makes  sure  they’re  transmitted  to  clients. 
Fraga,  who  joined  United  in  1998,  says 
some  clients  still  want  features  delivered 


via  regular  mail. 
“We’re  trying  to 
encourage  folks 
to  go  digital,” 
he  says. 

This  afternoon, 
Fraga’s  tasks 
include  setting  up 
e-mail  delivery 
for  a  California 
paper  and 
arranging  the 
electronic  trans¬ 
mission  of  the  daily  color  version  of  “Dilbert” 
to  a  South  African  client. 

On  the  phone,  and  on  the  road 

Then  it’s  time  to  observe  a  conference  call 
Wilson  is  having  with  United  road  reps 
Donald  Lane,  Lou  Albert,  and  Ron  O’Neal. 

“Do  editors  get  that  ‘Silo’  is  multiethnic?” 
is  one  of  Wilson’s  many  questions. 

“Editors  get  it  immediately,”  replies  Lane. 

Among  the  purposes  of  this  weekly 
phone  session  is  to  discuss  how  newspapers 
are  reacting  to  new  features  and  to  see  what 
road  reps  might  need  from  the  home  office. 
In  the  room  with  Wilson  are  Grimes,  Marc 
DeLaurentis  (who  sells  features  to  under- 
25,000-circulation  newspapers  and  to 
college  paprers)  and  Maura  Peters  (who 
does  reprint  and  Canadian  sales). 

.E£5?Fthen  talks  with  Marianne  Goldstein 
and  Neil  Gladstone  —  who’s  editing  Mary 
Mitchell’s  commentary  column,  among  other 
things,  this  afternoon.  He  notes  that  all  of 
United’s  100  or  so  text  features  are  read  by 
at  least  two  people.  Some  columns  just  need 


Promotion  Manager  Linda  Kuczwaj  with  Snoopy  in  the  licensing  showroom  near  United’s  front  desk. 


a  fast  look-over,  but  “with  others,  we  might 
go  back  and  forth  several  times  with  the 
writer,”  says  Gladstone,  who  came  to  United 
in  2001  after  working  as  an  editor  at  the 
Philadelphia  City  Paper. 

Goldstein  joined  United  in  2002  after 
serving  as  a  deputy'  feature  editor  at  the  New 
York  Daily  News,  among  other  jobs.  As 
United’s  executive  editor  of  editorial,  she 
does  some  editing  but  concentrates  on  other 
things  such  as  searching  for  new  content  and 
poring  over  text  submissions.  “There  are 
about  40  or  50  a  week,”  reports  Goldstein. 
“Half  of  them  are  humor  columns.”  Today, 
she  has  reluctantly  rejected  several  submis¬ 
sions,  as  she  does  in  99  out  of  100  cases. 

“It’s  very  challenging  to  try  to  anticipate 
what  newspapers  might  be  looking  for,” 
Goldstein  says.  “But  when  you  come  out  with 
something  that  seems  to  be  of  the  moment, 
it’s  really  exciting.” 

E^P  then  drops  in  on  DeLaurentis,  who’s 
on  the  phone  talking  with  the  publisher  of 
two  papers  that  each  run  the  same  United 
comic.  The  smaller-circulation  paper  is 
paying  more,  and  the  publisher  wants  a  rate 
reduction.  DeLaurentis  says  he’ll  check  with 
Wilson  to  see  what’s  fair  for  both  parties. 

“We  tiy  to  work  with  clients,”  he  says.  “We 
never  want  to  lose  a  client.” 

Asked  which  features  are  selling  particu¬ 
larly  well  these  days,  DeLaurentis  cites  “Get 
Fuzzy”  as  one.  But  “Peanuts”  is  still  United’s 
biggest  merchandising  success.  Licensing 
Director  Christina  Nix  Lynch  shows  E^P 
several  examples,  including  packages  of 
Snoopy  cookies  from  Pillsbuiy. 

United  —  which  works  on  “Peanuts” 
merchandising  with  Creative  Associates  in 
Santa  Rosa,  Calif,  where  Schulz  was  based 
—  also  has  a  showroom  full  of  products  near 
its  front  desk.  These  items  are  spawned  not 
only  by  “Peanuts,”  but  by  other  strong 
licensing  prop)erties  such  as  “Dilbert.” 

Both  strips  are  among  those  drawing  the 
most  visitors  to  United’s  Comics.com,  which 
is  overseen  by  Peri  Hochwald,  vice  president 
of  operations  and  Web.  The  site’s  90  or  so 
comics  include  ones  from  other  syndicates  as 
well  as  several  Web-only  strips.  “These  might 
be  a  little  dcU'ker  and  edgier  than  newspapers 
would  be  comfortable  putting  on  their 
comics  pages,”  she  says. 

Hochwald  and  the  others  seen  today 
enjoy  working  at  United  for  various  reasons. 
Lisa  Klem  Wilson  notes  there  there’s  some¬ 
thing  new  to  do  each  day,  that  syndication 
“has  the  fim  factor,”  and  that  it’s  enjoyable 
dealing  with  “intelligent  and  interesting” 
newspaper  editors.  But  now  the  Snoopy 
clock  on  the  reception-area  wall  indicates 
that  it’s  time  to  go  home.  HI 
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Tribune  deals  MAN  an  ACE,  while 
Gannett  goes  back  to  Goss  for  towers 

BY  JIM  ROSENBERG 

AN  Roland,  no  doubt  hoping  to  make  a  big  splash  by 
jumping  into  the  deep  end  of  the  pool,  is  entering  the 
cross-vendor  color-tower  press  additions  business  by 
supplying  and  managing  the  Los  Angeles  Times'  Advertis¬ 
ing  Color  Expansion  (ACE)  project. 

At  the  same  time  on  another  west  coast  —  Florida’s  —  color  expan¬ 
sion  is  pulling  Gk)ss  back  into  the  U.S.  market  for  doublewide  equip¬ 
ment  and  perhaps  further  into  Gannett’s  good  graces  once  more. 

Much  is  at  stake  for  both  manufacturers,  with  two  high-profile 
customers.  Germany’s  MAN,  with  its  U.S.  subsidiary  in  suburban 
Chicago,  was  last  among  press  makers  offering  products  and  services 


to  add  towers  to  installed  presses  —  regard¬ 
less  of  the  manufacturer  of  the  existing 
equipment  —  for  newspapers  looking 
for  increased  four-color  capacity.  After  its 
two  bankruptcies  and  protracted  battles 
against  dumped  imported  presses,  Goss 
International  has  been  trying  to  re-establish 
confidence  among  large  North  American 
newspapers  that  have  heavily  favored 
European  equipment  in  recent  years.  As 
it  turned  out,  Goss  —  also  headquartered 
just  outside  Chicago  —  now  produces  its 
doublewide  equipment  for  North  America 
in  Europe. 

The  same  is  true  more  specifically  for  the 
competitors’  two  current  add-on  projects. 

In  Southern  California,  MAN  and  its  sub¬ 
contractors  must  move  swiftly  and  deftly 
to  meet  the  Times'  ambitious  15-month 
schedule  without  interrupting  production. 
In  Southern  Florida,  Goss  must  demon¬ 
strate  it  is  the  reliable  partner  that  printing 
and  publishing  giant  Gannett  once  went  to 
for  its  iron. 
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Goss  was  among  several  press 
makers  asked  to  bid  on  both  proj¬ 
ects.  In  Los  Angeles,  Tokyo  Kikai 
Seisakusho  and  Koenig  &  Bauer 
AG  —  which  already  had  put 
units  into  Goss  sites  —  were  the 
other  contenders.  The  Times 
would  spend  money  to  make 
money  by  making  more  color 
available  to  advertisers,  specifi¬ 
cally  the  movie,  real-estate,  auto¬ 
motive  and  national  categories. 

According  to  Times  Operations 
Senior  Vice  President  Mark.  H. 

Kurtich,  the  paper  could  not  con¬ 
sider  replacing  any  of  its  presses, 
which  date  only  from  the  late 
1980s  and  early  ’90s  and  were  cut 
down  for  a  50-inch-wide  web 
only  four  years  ago.  One  of  the 
12-unit  presses  in  Orange  County 
and  another  at  the  Valley  plant, 
however,  are  being  converted 
again  to  run  54-inch-wide  webs. 

The  changeover,  says  Wayne 
Bean,  operations  director  at  the 
Valley  plant,  will  permit  printing 
next  month  of  the  tabloid  Hoy, 

Tribune’s  national  Spanish-lan- 
guage  daily,  and  it  “opens  the 
door”  for  running  commercial 
jobs. 

While  the  Times  studied  its  op¬ 
tions,  MAN  prepared  to  enter  the  1^ 

cross-vendor  press-additions 
market.  It  created  a  newspaper  tower  add¬ 
on  program  and  appointed  Mark  Juratich  to 
run  it.  Reporting  to  Technology  Director 
John  Evans  (who  heads  the  commercial  web 
and  newspaper  project  management  teams), 
Juratich  offers  full  consulting  services  to 
executives  considering  tower  add-ons  to 
boost  productivity  and  color  capacity. 


In  Fort  Myers,  Fla.,  Operations  Director  Mike  Monscour,  left,  Press  Manager  Charlie  Boye  and  stacked  Metro  units 


He  also  knows  Goss  presses.  A  mechani¬ 
cal  engineer,  Juratich  began  his  career  with 
Goss  in  1986,  when  it  was  Rockwell  Interna¬ 
tional’s  Graphic  Systems  Division.  In  10 
years  he  rose  to  engineering  supervisor,  and 
two  years  later  was  named  mechanical  ap¬ 
plications  engineering  manager.  For  the 
past  three  years,  Juratich  has  been  engineer¬ 


ing  director  for  the  Chicago  Sun-Times, 
where  he  commissioned  what  had  been  a 
troubled  $140  million  printing  facility  and 
consulted  for  other  Hollinger  production 
sites,  directing  unit  rebuilds,  new-equip- 
ment  purchases,  and  press  modifications. 

MAN  Senior  Vice  President  of  Web  Oper¬ 
ations  Vincent  Lapinski  said  at  Juratich’s 
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appointment  last  fall  that  expertise  from  his 
“many  years  as  an  engineering  executive 
with  Goss ...  will  serve  Goss  users  well  when 
they  want  to  add  the  advantages  of  MAN 
Roland  technology  to  their  existing  presses.” 

MAN  looked  to  another  Goss  veteran, 
Mark  Sievers,  to  add  his  know-how  to  the 
program.  A  Rochester  Institute  of  Technolo¬ 
gy  Printing  Management  and  Science  grad¬ 
uate,  Sievers  started  as  a  Goss  project 
analyst  in  1987,  became  an  installation 
supervisor  the  next  year,  and  progressed  to 
installation  management  director,  having 
also  served  as  a  Goss  sales  manager.  Most 
recently,  Sievers  was  vice  president  at  the 
recently  shuttered  Bob  Ray  &  Associates 
printing  equipment  installation,  rebuilding 
and  reconfiguration  specialists. 

Tliough  he  now  also  re- 


Angeles  Times  has  comparatively  few  copies 
printed  elsewhere  (as  for  its  East  Coast  dis¬ 
tribution).  By  far,  most  copies  are  distrib¬ 
uted  throughout  the  large  Southern 
California  market. 

As  reported  at  E&P  Online  on  Dec.  26, 
MAN  has  sold  the  Times  10  eight-couple 
Colorman  towers  —  one  for  each  of  the  10 
Goss  Colorliner  presses  in  the  paper’s 
Olympic  and  Orange  County  plants.  Kurtich 
cited  man’s  turnkey  solution  and  project 
management  for  its  selection. 

In  addition  to  the  Colorman  towers,  three 
of  the  Times’  San  Fernando  Valley  plant’s 
four  Goss  Retroliner  presses  (Metroliners 
with  later  Headliner  Offset  and  Colorliner 
additions)  will  be  reconfigured  to  add  eight- 
couple  Colorliner  towers,  each  created  by 


Retroliner  equipment,  will  be  capable  of  run¬ 
ning  two  webs.  The  changes  will  boost  tbe 
Times’  six-section,  96-page  full-color  capaci¬ 
ty  from  24  to  32  pages.  Work  begins  now  in 
Orange  County,  in  May  at  the  Valley  plant, 
and  in  late  July  at  the  Los  Angeles  Olympic 
plant.  The  Colorman  towers  are  to  be  deliv¬ 
ered  in  summer  and  fall,  and  the  accelerated 
project  is  to  be  completed  by  the  spring  of 
2005,  according  to  Kurtich  and  Bean. 

ACE  also  calls  for  equipping  all  Goss 
presses  with  CGI  digital  page  packs  and 
upgrading  Rockwell  Automation’s  press 
controls  from  Windows  NT  to  a  Windows 
2000  platform. 

Press  operators  and  maintenance  techni¬ 
cians  will  be  given  classroom  training.  A 
simulator  also  will  be  used  “to  bring  people 
up  to  speed,”  and  in-plant 


ports  to  Evans  as  MAN’S 
commercial  project  manager, 
Sievers  “will  also  use  his 
experience  with  Goss  to 
assist  newspaper  executives 
in  selecting  tower  add-on 
configurations  and  control 
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training  will  commence  af¬ 
ter  the  new  equipment 
is  operating. 

Although  it’s  spread 
across  three  big  plants  and 
involves  substantial  reeon- 
figuration  of  equipment. 


systems,”  Lapinski  said. 

MAN-made  color 

Tribune  Co.  was  one  of 
Goss’  oldest  customers,  and 
the  L.A.  Times  (under  Times 
Mirror)  was  among  the  first 
Goss  Colorliner  users.  With 
the  exception  of  Newsday’s 
mix  of  Goss  and  TKS  in 
Melville,  N.Y.,  and  the 
company’s  two  smaller 
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COLORMAN 


the  project  causes  no  great 
concerns,  because  it  is 
largely  a  process  of  adding 
to  existing  press  lines, 
according  to  Kurtich, 
who  says  there  are  no 
“extraordinary  issues.” 

MAN  and  Masthead 
will  combine  plant-by-plant 
and  press-by-press  ap¬ 
proaches  so  that  at  no 
time  will  production  at 


Connecticut  dailies’  Harris  Times  G  press  towers  go  to  Colorliner  K  and  Retroliner  Z.  Other  Colorliners  get  Colorman  any  plant  be  completely 
equipment,  all  Tribune  dou-  and  contribute  levels  to  make  towers  for  the  Valley  plant’s  other  Retroliners.  really  a 


blewide  offset  equipment 


serial  process  at  all,” 


carries  the  Goss  name. 

Twenty  years  ago,  however,  before  acquir¬ 
ing  its  Colorliners,  the  Times  installed  in 
its  old  headquarters  pressroom  Hoe  offset 
presses,  support  for  which  MAN  Roland 
assumed  when  it  took  over  the  Wood  Hoe 
business.  By  1992,  when  the  suburban 
plants  were  brought  up  to  capacity  compa¬ 
rable  to  the  then-new  Olympic  plant,  the 
Hoe  presses  were  removed  and  shipped  to 
El  Salvador.  i 

With  weekday  circulation  of 995,838 
copies,  the  Times  probably  relies  more  on  its 
own  press  capacity  than  any  other  U.S.  pa¬ 
per  except  The  Wall  Street  Journal.  Even 
The  New  York  Times  prints  only  53%  of  its  I 
almost  1.12  million  weekday  circulation  on 
its  own  two  New  York-area  plants’  11 10- 
unit  Colorliners.  Whereas  most  New  York 
Times  circulation  lies  outside  the  New  York 
market’s  31  counties  in  three  states,  the  Los 


stacking  an  existing  A-B  unit  on  another 
A-B  unit.  Phoenix-based  Masthead  Interna¬ 
tional,  says  Kurtich,  “will  be  handling  all  the 
installation  for  MAN  Roland”  as  its  subcon¬ 
tractor  for  the  Colorman  towers  and  the 
reconfigured  Goss  equipment.  Masthead  is 
responsible  for  engineering  the  four-color 
towers  —  believed  to  be  the  first  time  Color¬ 
liner  towers  will  be  built  from  units  not 
designed  for  stacking. 

When  removed,  a  16th  press  (one  of  six  in 
the  Orange  County  plant)  will  provide  a 
Colorliner  tower  and  reel-tension-paster 
to  replace  a  unit  on  the  Valley  plant’s  re¬ 
maining  Retroliner,  and  another  Colorliner 
tower  from  the  same  dismantled  press  will 
replace  a  unit  over  an  existing  RTP  on  a  fifth 
Retroliner  in  the  Orange  County  plant, 
according  to  Bean. 

All  upgraded  positions,  whether  Color- 
man/Colorliner  or  reconfigured  Colorliner/ 


says  Kurtich.  “We  will  be  doing  work  in 
multiple  plants  simultaneously.” 

Gannett  gives  Goss  the  nod 

A  smaller  multipress  upgrade/expansion 
begins  March  1,  with  a  head  start  thanks  to 
unit  reeonfigurations  completed  last  sum¬ 
mer.  Gannett  ordered  four  Goss  Uniliner 
four-high  towers  two  for  each  of  its  Goss 
Metros  in  Fort  Myers,  Fla.,  where  one  prints 
almost  80,000  copies  (96,000  Sundays)  of 
The  News-Press,  and  the  other  prints 
70,000  copies  of  USA  Today.  The  towers 
will  enable  each  press  to  produce  16  more 
color  pages  when  run  straight  or  24  pages 
1  in  advance  sections  when  run  together. 

The  Metros  will  be  upgraded  with  Goss 
digital  inking  and  MPCS3  controls  before 
the  towers  go  in,  allowing  operators  to 
become  comfortable  with  the  new  technolo¬ 
gy  by  the  time  {continued  on  page  49} 
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FAST  GROWING  AREA,  small  paper, 
bargain  price.  Near  metro  area.  Others, 
too.  Bill  Berger,  ATN,  1801  Exposition, 
Austin,  TX  78703.  (512)  476-3950. 


For  a  list  of  properties  for  sale. 
Updated  Weekly,  go  to... 

www.mediamergers.com 
W.B.  Grimes  &  Company 


NEWSPAPER  BROKERS 


Newspaper 
Brokers 
Since  1923 

Please  call  to  discuss  your  options  in  a  sale, 
BROKERAGE  *  APPRAISAL  *  CONSULTING 

Gary  Greene  John  Ciibb  Tom  Kaiavakis 

434-971-8344  406-586-6621  239-403-4133 

ggreene@cribb.com  jcribb@cribb.com  tkaravakis@cribb.com 

CRIBB 

&  Associates,  LLC 

Offices  in  Florida,  Virginia  and  Montana 

104  East  Main,  Suite  402,  Bozeman,  MT  59715 
406-586-6621  *  Fax:  406-586-6774  *  cribb.com 


- THE  .NEWSPAPER  INDUSTRY’S  MEETING  PLACE - 
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-ANNOUNCEMENTS- 


-EQUIPMENT  &  SUPPLIES- 


NEWSPAPERS  FOR  SALE 

PRESSES 

PRESSES 

PRESSES 

LISTINGS  OF  THE  MONTH; 

Just  listed!  Midwestern  county  seat 
weekly  with  $775K  gross.  A  romantic 
suburban  market.  You’ll  fall  in  love  with 
this  one. 

Small  group  with  gross  @  $500,00  and 
majority  interest  in  central  printing  plant. 
Suburban  pair  of  weeklies  with  high 
residential  growth.  Nice  opportunity  for 
individual  buyer  wishing  to  build  equity 
quickly.  Priced  to  sell  at  IX  gross. 

For  a  complete  list  of  available 
properties,  request  our  newsletter. 
Whether  buying  or  selling,  call  us  today 
to  discuss  a  potential  transaction. 
NATIONAL  MEDIA  ASSOCIATES 
EDWARD  ANDERSON,  BROKER 
P.O.  Box  2001 
250  Stoneridge  Lane 
Branson,  MO  65615 
(417)  336-3457 
email;  Brokeredl@aol.com 


New-Used  Web  Presses 

4-HI  Towers  -  3-Colors  Satellites  &  more 

AL  TABER  &  ASSOCIATES 
wvvvv.altagraphics.com 
E-mail:  altaeg@aol.com 

770-552-1528 


PRESSES 

'  Goss  3;2  Folders  23  9/10",  22  3/^”, 
22”,  21  1/2",  21" 

'  New  or  Rebuild  Goss  R.T.P.  42”  +  45” 
•  Goss  Y  columns  all  sizes 

•  Goss  Metro  Units 

•  Goss  Metro  Half  desks 

•  Goss  Cosmo  Units 

•  Metro  13  sized  colored  deck 

Northeast  Industries,  Inc. 

Tel;  (800)  821-6257 
Fax;  (323)  256-7607 
www.neiinc.com 


-INDUSTRY  SERVICES- 


NEWSPAPERS  WANTED 

CIRCULATION  SERVICES 

WE  ARE  SEEKING  to  add  several 
large-circulation  newspapers  or  newspa¬ 
per  groups  to  our  family  of 
award-winning  publications.  All  informa¬ 
tion  will  be  held  in  the  strictest  of  confi¬ 
dence.  For  a  quick  sale,  send  information 
about  your  company  to; 

Box  3627,  Editor  &  Publisher 
770  Broadway  7th  FL.,NY,  NY  10003 


EQUIPMENTS  SUPPLIES- 


NEWSRACKS 


5-4 


IMl  USA 
Wood  Displays 
for  Single  Copy 

800-336-5803 

Check  ixir  websile 
for  new  product 
mformation 

www.imiusacorp.com 


AVAILABLE  MARCH  2004  -four  units  of 
Harris  VI 50  1987  Rebuilt  1994  four  units 
Harris  V25  1987  rebuilt  1994  JF  10  Fold¬ 
er  with  quarter  and  DP  fold-  all  22.75”  cut 
off.  Good  Condition.  Can  be  sold  individu¬ 
ally  or  as  complete  press  line.  Brush 
Dampening  and  pneumatics.  Also  |2)  x 
Universal  Goss  {Year  20001  four  high 
towers  22.75”  Contact  Sales  Dept. 
Integra  International  (610)  366-3945  or 
email  sales@integraint.com.  No  Dealers 
Please. 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
"PRE  PAID  Experts’* 

100%  COMPLIANT 
Horace  Southward/Eric  Southward 
(800)  950-8475»\Aww.metro-news.com 


CIRCULATION  III 

Telemarketing  Sales 
NATIONWIDE 

John  Dinan  (800)  650-7183 
Circulationlll.com 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone;  (732)  602-1919 
FAX:  (732)  602-9090 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of 
Commerce 


PRO  STARTS 

PROFESSIONALTELEMARKETING 

SERVICES 

FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 


DON’T  SELL  YOUR  WEB  PRESS 


Until  you  contact  Newman  International  Web  Press  Sales 
"Worldwide  Marketing  of  Commerical  Web  and 
Newspaper  Web  Presses” 

PRESSES  WANTED:  HARRIS  VI 5A  V22  V25  VI 5d  845:  KING  Process  Color  or  Daily: 
GOSS  Community  Suburban  Urbanite  Metro,  SOLNA  D  30  C96:  HANTSCHO IV  VI: 
HARRIS  Ml  10  M200  M300  M  1000  A&B 

FOR  SALE:  5/u  1985  Harris  VISA;  9/u  1989  V15D;  Urbanite  folder  w/upper  former;  2 
Butler  Datamat  &  4  Martin  EC1338  splicers;  6/u  1980  Goss  Community;  6/u  Harris  845. 

8/u  1984  Harris  V25;  5  unit  Harris  MlOOOAl  1983. 

NEWMAN  INTERNATIONAL,  LLC 

Tele:  (913)  648-2000  Fax:  (913)  684-7750  e-mail:  j.newnr.an@att.net 


CURRENTLY  AVAILABLE  FROM  INLAND 

•  5-unit  HARRIS  1660  with  double  2: 1  folder,  five  MEG’s  -  excellent  condition. 

•  GOSS  METRO  OFFSET  units,  22  x"  cut-off. 

•  Like-new  GOSS  UNIVERSAL  70  heat.set  press  (620mm  cut-off). 

•  Add-on  1000  series  GOSS  URBANITE  units. 

•  8-unit  GOSS  COMMUNITY  -  with  60HP  drive. 

•  6-unit  GOSS  COMMUNITY  press.  SC  folder  with  upper  former.  50HP  drive. 

•  GOSS  SSC,  SC  &  COMMUNITY  units  (floor,  stacked,  and  2,  3  &  4-high). 

•  5-unit  HARRIS  V15C  with  JF7  &  30  HP  drive,  1981  vintage. 

•HARRIS  VISA  &  Vise,  NEWS  KING,  and  WEB  LEADER  equipment. 

Inland  Newspaper  Machinery  Corp. 

P.O.  Box  15999,  Lenexa,  Kansas  USA  66285 
(913)  492-9050  •  Fax  (913)  492-6217 


www.inlandnews.com 


-INDUSTRY  SERVICES- 


PRESSROOM  SERVICES 


PRESSROOM  SERVICES 


WHAT  IF..,, 

•  Your  floors  were  clean  and  safe 

•  Your  walls  were  bright  and  cheerful 

•  Your  presses  ran  more  efficiently 

•  You  had  less  paper  waste 

Our  professionally  trained  employees  can  help  you  attain 
these  goals.  Call  today  for  a  free  quote  on: 

Full  Time  Service  Contracts 
One  Time  Cleaning  and  Redecorating  Projects 

PRESSROOM  CLEANERS,  INC. 

1  (800)  657-2110 
45  years  in  the  Newspaper  Industry 
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-INDUSTRY  SERVICES-- 


EDITORIAL  SERVICES 

EDITORIAL  SERVICES 

MEDIATT 

MANAGEMENT  XX 
Recruitment  Specialists 


Give  Yourself  the  Media  Management  II  Advantage 

Contact  Terry  Knust 
847.963.9300  or  mm2@voyager.net 


MAILROOM  SERVICES  MAILROOM  SERVICES 


NEWSTEC,  since  1998,  has  provided  newspapers  and 
weekly  publications  quality  remanufactured  integrated 
inserting  technology  and  NEWSCOM  Post  Press  Controls, 
including  NEWStack,  NEWSwrap,  and  NEWSIabel,  at 
significant  cost  savings.  Contact  NEWSTEC  today  and 
see  how  an  integrated  NEWSTEC  solution  meets  and 
exceeds  your  inserting,  control,  planning  and  reporting 
requirements  at  an  affordable  and  reasonable  price. 


>lnteltigent  Inserting  Technology> 

508.850.7945  www.newstec.com  tcnewstec@aol.com 


CONSULTANTS  MARKETING  RESEARCH 


“The  thing  always  happens 
that  you  really  believe  in;  and 
the  belief  in  a  thing  makes  it 
happen.” 

-Frank  Lloyd  Wright 


-HELP  WANTED- 


ACADEMIC _  _ ACADEMIC 


ASSOCIATE/ASSISTANT  PROFESSOR 
OF  JOURNALISM 

University  of  lllinios  at  Urfoana-Champaign 

9-month,  full-time  position,  beginning  August  25,  2004.  Salary  is  highly  competitive  and 
will  be  commensurate  with  level  of  accomplishment.  A  Ph.D.  or  master's  degree  preferred 
but  a  bachelor's  degree  will  be  considered  for  candidates  with  outstanding  journalistic  ex¬ 
perience.  The  University  of  Illinois  Department  of  Journalism,  one  of  the  most 
prestigious  public  affairs  journalism  programs  in  the  country,  seeks  a  dynamic,  seasoned 
print  journalist  to  teach  an  introduction  to  journalism  course  and  courses  in  all  or  most  of 
the  following  areas:  beginning  reporting,  a^anced  reporting,  and  news  editing. 

The  successful  candidate  will  have  held  a  variety  of  positions  in  a  newspaper  newsroom 
or  for  a  public  affairs  magazine  for  several  years:  will  be  a  charismatic  speaker  who 
enjoys  lecturing  to  large,  young  audiences;  and  will  be  an  organized  coordinator  who 
enjoys  directing  graduate  teaching  assistants.  Teaching  experience  and  versatility  major 
pluses.  Women  and  minority  applicants  are  strongly  encouraged. 

Please  send  full  details  on  qualifications  and  names  and  phone  numbers  of  three  references 

to:  Prof.  Louis  W.  Liebovich;  Chair,  Search  Committee;  University  of  lilinois;  810 
South  Wright  Street;  120A  Gregory  Hall;  Urbana,  Illinois  61801 


Phone;  (217)  333-0709. 

To  ensure  full  consideration,  applications  must  be  received  bv  March  20. 2004. 
The  University  of  Illinois  is  an  Affirmative  Action,  Equal  Opportunity  Employer. 


ADMINISTRATIVE 

ADMINISTRATIVE 

ASSOCIATE  PUBLISHER 


Excellent  career  opportunity  for  ambitious,  sales-motivated  person.  Successful  candidate 
will  develop  and  manage  a  sales  staff  in  the  affluent  western  Chicago 
suburbs.  You  will  lead  and  motivate  the  sales  staff  to  achieve  revenue  objectives  and 
develop  improved  customer  relations.  3  years  of  successful  advertising 
sales/management  experience,  excellent  communications  skills,  strong  personal 
selling  skills  and  proven  leaderships  skills  are  required.  We  offer  an  excellent  com¬ 
pensation/benefit  package  to  the  right  candidate.  Please  send  resume  and  cover  letter  to; 

D.  Mindak 

Liberty  Suburban  Chicago  Newspapers 

709  Enterprise  Drive,  Oak  Brook,  IL  60523 
dmindak@>iibertysuburban.com 
EOE 


PRESIDENT 

International  Center  for  Journalists 

DC-based,  international  journalism  training  nonprofit  seeks  an  individual  with  vision 
and  management  skills  to  lead  the  center  into  its  third  decade.  Responsible  for  maintaining 
the  high  quality  of  the  Center's  work,  working  with  board  of  directors  to  raise 
funds  and  overseeing  a  staff  of  35.  The  successful  applicant  should  be  a  leader  of 
stature  in  the  world  of  journalism  with  international  experience  and,  if  possible,  some 
knowledge  of  teaching  and/or  training.  Contact: 

Marketta  Kopinski 

International  Center  for  Journalists 

1616  H  Street  NW,  Third  Floor 
Washington,  DC  20006 
E-mail;  president@icfi.org 
www.icfi.org 


-CLASSIFIED  ADVERTISERS- 

If  you  don't  see  a  category  that  fits  your  needs, 
please  call  us  at  888.825.9149 

visit  our  website 

- www.editorandpublisher.com - 


DO  YOU  OWN  A  COMMUNITY  news 
paper  Or  group  that  is  underperforming, 
and/or  you  would  like  to  sell,  but  can't 
get  your  price?  I  might  be  able  to  help.  I 
am  knowledgeable  about  media  general¬ 
ly,  small  and  large,  but  prefer  small  pub¬ 
lications  in  medium  markets.  I  have  man¬ 
agement  experience  in  marketing,  fi¬ 
nance,  administration,  editorial  and  com¬ 
munity  relations.  If  you  haven't  attained 
your  goals  you  probably  have  a  problem 
with  one  or  more  of  the  above.  If  you 
are  serious  and  can  accept  change,  call: 
in  confidence  Peter  (707)  944-2689. 


SNG  RESEARCH  CORPORATION 

A  full  service  market  research  firm  with 
extensive  newspaper  experience.  Contact 
us  today  and  have  your  newspaper's 
RBS  score,  market  share 
information,  etc.  within  weeks. 
www.sngresearch.com 
Contact:  Holly  Hess 
Toll-free:  (888)  252-1026 
hhess@sngresearch.com 


E&P'S  CLASSIFIED 

the  newspaper 
=^industry’s  meeting^^ 
place. 

888.825.9149 
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-HELP  WANTED- 


ADVERTISING 


ADVERTISING 


ADVERTISING 


ADVERTISING 


DIRECTOR  OF  ADVERTISING 
AND  MARKETING 

The  Sarasota  Herald-Tribune  is  seeking  a  Director  of  Advertising  and  Marketing  to 
lead  the  multimedia  sales  and  marketing  efforts  of  the  Herald-Tribune,  SNN-Channel 
6,  heraldtribune.com  and  H-T  Direct. 

Responsibilities  include  directing  sales  and  marketing  strategies,  budgeting  and  fore¬ 
casting,  analysis  of  trends  and  metrics,  motivation  of  sales  and  marketing  staffs,  and 
effective  communication  with  other  departments. 

The  Herald-Tribune  is  the  largest  paper  in  the  New  York  Times  Regional  Newspaper 
Group  at  106,000  daily  and  131,000  Sunday.  It  serves  a  dynamic  market  on  the  Gulf 
Coast  of  Florida  with  six  zoned  editions,  a  24-hour  cable  news  channel,  Web  site 
and  direct  mail  services.  In  2002,  Sarasota  was  named  the  “Best  Small  City  in  America” 
and  “Top  10  Places  to  Live”  by  Money  Magazine. 

Letter  of  interest  and  resume  to: 

Trish  McConnell,  Director  of  Human  Resource 

Sarasota  Herald-Tribune 

P.O.  Box  1719,  Sarasota,  FL  34230 


MAJOR  ACCOUNTS  SALES  MANAGER 

The  Baltimore  Sun,  one  of  the  nation's  leading  newspapers  and  winner  of  15  Pulitzers  and 
many  national  and  state  awards,  has  an  immediate  opening  for  a  Major  Accounts  Retail  Ad¬ 
vertising  Sales  Manager.  This  position  is  responsible  for  the  newspaper's  top  national  and 
local  retail  accounts  and  a  staff  of  12.  The  qualified  candidate  will  have  a  minimum  of  three 
years  management  experience  with  a  proven  success  record  in  growing  sales,  evaluating 
sales  people,  developing  department  business  plans  and  developing  winning  proposals  for 
clients.  Other  responsibilities  will  include  product  development,  sales  commission  analysis, 
competitive  selling,  budget  and  financial  planning,  as  well  as  hiring  and  staff  development. 
The  environment  in  the  advertising  department  is  exciting  and  cutting  edge.  Our  advertis¬ 
ing  department  is  compiled  with  cross-functional  teams  consisting  of  Marketing,  Graphics 
and  Finance  -  providing  support  and  a  formula  for  success!  The  Baltimore  Sun  is  part  of 
the  Tribune  Company  with  an  excellent  benefits  package. 

Interested  applicants,  please  send  resume  to: 

Tribune@trm.brassring.com 

Please  include  the  following  code:TBS/BLTAD/3768BR 
No  phone  calls,  please! 

EOE 


DIRECTOR  OF  ADVERTISING 

North  Jersey  Media  Group,  the  leading  provider  of  advertising,  news,  and 
information  in  northern  New  Jersey,  is  seeking  a  creative  advertising  executive  with 
the  proven  ability  to  drive  advertising  growth  and  market  share.  The  ideal  candidate 
will  have  demonstrated  abilities  in  developing  and  implementing  revenue  growth 
strategies;  have  excellent  leadership,  motivational,  and  communication  skills;  and  be 
able  to  provide  training  and  coaching  to  a  top-notch,  experienced  sales  staff. 

Duties  include  leadership  and  management  of  advertising  department  for  The 
Record  and  Herald  News  (two  daily  newspapers  with  combined  circulation  of  192K 
daily  and  225K  Sunday)  in  one  of  the  country's  most  upscale  markets.  This  position 
is  responsible  for  revenue  and  expense  budgeting;  cost  control;  and  development  of 
management  and  employees.  The  successful  candidate  will  report  directly  to  the 
VP/Advertising. 

A  minimum  of  five  years’  experience  as  advertising  director  or  retail  advertising  director  at 
a  daily  newspaper  in  a  competitive  market  is  required.  Must  have 
demonstrated  ability  in  revenue  development  and  strategy.  Must  also  have  experience  in 
budget  development  and  goal  setting.  Good  negotiation  skills  are  a  plus. 
Strong  analytical  and  computer  skills  are  a  must,  and  a  college  degree  is  preferred. 

We  offer  a  competitive  salary,  bonus,  and  benefits  program  (including  401(k)  and  a 
deferred  compensation  option). 

Qualified  candidates  should  send  resume  and  salary  history  confidentially  to: 
Pam  Montgomery,  Human  Resources 

North  Jersey  Media  Group 

150  River  Street,  Hackensack,  NJ  07601 
Or  via  E-mail  to:  Montgomery@northjersey.com 

North  Jersey  Media  Group  is  an  Equal  Opportunity  Employer 


CORPORATE  DIRECTOR 
OF  ONLINE  SERVICES 

NYSE  newspaper  Company  seeks  a  top-notch  professional  Corporate 
Online  Services  Director.  As  the  Director  of  Online  Services,  you  will  be 
responsible  for  overall  site  management,  including  direct  responsibility 
for  budgeting,  administration,  and  all  sales/marketing  activities.  The  Director  of 
Online  Services  is  also  responsible  for  maintaining  strong 
healthy  collaboration  relationships  with  news  and  advertising  to  advance 
site  planning,  revenue  growth  and  the  ongoing  development  of  compelling  con¬ 
tent.  The  successful  candidate  will  possess  a  minimum  five 
years  of  experience  as  a  sales  manager  in  a  print  and  online  environment.  Fax 
resume  with  salary  history  to  Charles  Sheridan  at: 

Fax:  (609)  396-8356  or  E-mail  to  jobs@journalregister.com 


RETAIL  ADVERTISING  MANAGER 

The  Bismarck  Tribune,  a  Lee  Enterprises  Inc.  newspaper  and  a  28,000  circulation 
7-day  newspaper  seeks  an  experienced  and  aggressive  sales  manager  to  oversee  a 
staff  of  14  retail  outside  sales  representatives.  We  are  looking  for  someone  who  can 
motivate,  train,  forecast  and  budget,  as  well  as  manage  the  sales  of  multiple 
products  and  projects.  Strong  leadership  and  organization  skills  and  a  proven  track 
record  in  newspaper  sales  are  critical  to  this  position.  We  offer  a  competitive  financial  and 
benefit  package,  including  bonus.  Send  letter  of  interest  and  resume  with 
references  to: 

Kristin  Wilson,  Advertising  Director 

Bismarck  Tribune 

P.O.  Box  5516,  Bismarck,  ND  58506-5516 
kristin.wilson@bismarcktribune.com 
An  Equal  Opportunity  Employer 


ADVERTISING  MANAGER 

The  Paducah  Sun,  a  27,000  circulation, 
7  day  newspaper,  is  seeking  an  experi¬ 
enced  advertising  executive  to  oversee  a 
staff  of  15  newspaper,  TMC  and  special 
product  sales  representatives. 

Position  also  involves  oversight  of  various 
support  staff.  Creativity,  ability  to 
organize,  plan  and  motivate  essential. 
Budgeting  skills  and  ability  to  make 
sound  financial  analysis  critical. 

The  Sun  is  the  flagship  newspaper  of 
family  owned  Paxton  Media  Group, 
LLC,  publisher  of  27  daily  newspapers 
and  numerous  weekly  and  specialty 
publications  in  the  Midwest  and  South¬ 
east,  providing  opportunities  to 
advance.  Benefits  include  pension, 
401(k)  with  match,  choice  of  health 
insurance  plans.  Send  resumes  to: 

“Publisher”  at  The  Paducah  Sun 
408  Kentucky  Avenue 
Paducah,  KY  42003 
No  phone  calls,  please 


RETAIL  ADVERTISING 
MANAGER  WANTED 

Looking  for  an  aggressive,  knowledge¬ 
able  and  motivated  person  with  at 
least  two  years  management  experience. 
Someone  looking  for  new  challenges  and 
is  passionate  about  selling. 
Responsibilities  include  sales  to  major 
accounts  and  coaching  several  sales 
teams. 

We  are  a  19,000  circulation  daily  in  a 
great  market  with  brand  new  facilities. 

Send  your  resume  in  confidence  to: 
Leonard  C.  Martin 
Director  of  Advertising 

Idaho  State  Journal 

P.O.  Box  431,  Pocatello,  ID  83204 
or  E-mail:  lmartin@journalnet.com 
No  phone  calls,  please 


ADVERTISERS 

For  Space/material 
deadlines  call 
Michele  MacMahon  at 
646.654.5303 


Wanted  PART  TIME 

Fully  commissioned  advertising  space 
sales  representative  for  regional  Business 
to  Business  monthly  and  quarterly 
technology  magazines.  We  are  seeking 
an  independent  self-starter  to  call  on 
qualified  leads  within  the  NJ  technolo¬ 
gy  community.  We  offer  proven  quality 
thru  distribution,  content,  and  production; 
each  publication  is  the  leader  in  its 
field  and  published  by  a  well  respected 
membership  organization. 

Forward  your  resume  to: 
Lmennitt@njtc.org 
Or  call  Leo  Mennitt: 

(856)  787-9700  ext  227 
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ADVERTISING  ADVERTISING 


I  “Making  the  simple  complicated  is 
i  commonplace;  making  the  compli- 
i  cated  simple,  awesomely  simple, 
,  that’s  creativit> 

;  -  Charles  Mingus 


CIRCULATION 

CIRCULATION 

SINGLE  COPY  DISTRICT  SALES 
MANAGER 


Located  in  beautiful  South  Florida,  The  Palm  Beach  Post  (daily  circulation  195,308 
and  Sunday  235,783)  seeks  a  qualified  candidate  to  grow  single  copy  circulation 
through  news  rack  and  retail  sales,  joint  promotions  and  event  sales.  Competitive  ex¬ 
perience  a  plus.  Competitive  compensation  and  benefits  package  available.  Please 
send  resume,  cover  letter  and  references  to: 

Lisa  Pinto,  Human  Resources 

The  Palm  Beach  Post 

P.O.  Box  24700,  West  Palm  Beach,  FL  33416-4700 
Or  E-mail  to:  lpinto@pbpost.com 

We  recognize  and  appreciate  the  many  benefits  of  diversity  in  the  workplace.  People 
who  share  this  belief  or  reflect  a  diverse  background  are  encouraged  to  apply.  EOE 


STATE  CIRCULATION  MANAGER 

Minneapolis,  MN. 

Join  the  Circulation  division  of  Star  Tribune  and  be  part  of  an  premier  service 
organization  seen  as  an  industry  leader  in  news  and  information. 

This  position  is  responsible  for  overall  management,  leadership  and  operations  of  the 
State  Market  Area.  Leads  in  the  development  and  implementation  of  company  and  busi¬ 
ness  unit  circulation  strategy.  Responsible  for  achieving  circulation  volume  objectives  and 
the  successful  execution  of  Premier  Service  to  customers. 

The  successful  candidate  must  have: 

•  10-f  years  previous  circulation  general  management  experience  along  with  a  demon 
strated  knowledge  of  market  demographics  and  consumer  readership  patterns. 

•  Comprehensive  knowledge  and  successful  experience  in  the  development  of  strategies 
and  tactics  based  on  company  objectives. 

•  Demonstrated  leadership  skills  and  a  proven  track  record  in  providing  premier  customer 
service. 

In  exchange  for  your  skills  and  drive  to  succeed,  we  offer  a  competitive  compensation 
plan  and  top-notch  benefits  including  an  employee  stock  purchase  plan,  24-hour  fitness 
facility,  and  many  on-site  conveniences,  including  downtown  employee  parking. 

If  interested  in  this  opportunity  please  forward  your  resume  and  salary  requirements  to: 

V.  Wilson,  Human  Resources 

Star  Tribune 

425  Portland  Ave,  Minneapolis,  MN.  55488 

EOE 


CIRCULATION  DIRECTOR 

The  Centre  Daily  Times,  a  Knight  Ridder  newspaper  in  State  College,  PA,  aspiring  to 
be  one  of  the  nation's  best  small  newspapers  (circulation  25,640  daily,  33,461  Sunday) 
needs  a  Circulation  Director  to  oversee  all  operations,  personnel,  sales  and 
marketing  strategies  for  our  circulation  department.  The  Circulation  Director  is  also  a 
member  of  the  paper’s  Operating  Committee  with  strategic  planning,  budgeting  and 
revenue  responsibilities.  We  are  looking  for  an  experienced  leaJer  who  will  develop 
strategies  to  help  us  grow  our  circulation  numbers  and  increase  penetration  while 
ensuring  we  provide  outstanding  customer  service  to  our  subscribers.  The  preferred 
candidate  will  have  a  college  degree  or  similar  work  experience,  five  years  management 
experience,  newspaper  circulation  experience  (preferably  in  operations),  and 
current  strong  analytical  skills. 

The  Centre  Daily  Times  offers  excellent  benefits  and  advancement  opportunities.  We 
encourage  and  i-eward  innovative  thought,  intelligent  risk-taking  and  spirited  personalities. 
Please  send  your  resume  and  cover  letter  to: 

Karen  Mrsa,  HR  Director 

Centre  Daily  Times 

3400  East  College  Avenue,  State  College,  PA  16801 
Or  E-mail:  kmrsa@centredaily.com 


It's  a  Classified  Secret! 

We’ll  never  reveal  the  identity  of  an  E&P  box  holder 


ADVERTISING 

AND 

MARKETING 

DIRECTOR 

The  Daily  Hampshire  Gazette,  an  in¬ 
dependent  family-owned  daily,  is  looking 
for  a  dynamic,  team-oriented  leader  for 
our  28  person  advertising  department. 
The  Gazette  is  an  18,000 
circulation  Monday-Saturday  paper, 
also  offering  TMC,  weekly,  telephone 
and  web-based  advertising  media.  We 
are  located  in  a  small,  stable  and  at¬ 
tractive  community  in  western  Massa¬ 
chusetts.  There  are  5  colleges,  excellent 
schools,  many  cultural  opportunities  and 
a  wide  variety  of  recreational 
facilities  in  our  circulation  area. 

If  you  are  a  potential  applicant,  you  will 
have  solid  experience  and  outstanding 
skills  in  sales  and  sales  management. 
You  will  be  able  to  originate,  cultivate 
and  implement  powerful  ideas  which 
energize  a  sales  staff  and  please  ad¬ 
vertisers.  You  will  be  well-organized 
and  able  to  maintain  a  staff's  high 
levels  of  skill  and  motivation.  If  you 
meet  these  qualifications  and  would 
like  to  join  us,  please  send  a  resume 
and  cover  letter  with  your  salary  re¬ 
quirements  to: 

Peter  DeRose,  Publisher 

Daily  Hampshire  Gazette 

P,0.  Box  299 
Northampton,  MA  01061 
E-mail:  pderose@gazettenet.com 


ADVERTISING 

DIRECTOR 

The  Columbus  (GA)  Ledger-Enquirer, 
a  Knight  Ridder  newspaper  with  circu¬ 
lation  of  47,000  daily  and  58,000  Sun¬ 
day,  is  searching  for  an  Advertising  Di¬ 
rector. 

Proven  leadership  experience  in 
newspaper  advertising,  success  in 
growing  ad  share  from  both  existing 
and  new  business,  and  strong  commu¬ 
nication  skills  are  required.  The  ideal 
candidate  must  have  a  track  record  for 
hiring,  developing,  motivating  and  re¬ 
taining  a  high  performing  team.  In  ad¬ 
dition,  they  should  have  experience  in 
bundling  online  and  print  media,  leading 
in  a  fast  paced  environment;  and 
possess  strong  technology,  organization 
and  financial  skills.  Experience 
with  territory  realignment,  pay  plan  re¬ 
structuring  and  implementing  aggressive 
category  strategies  is  a  big  plus. 

We  offer  an  excellent  salary,  bonus 
and  benefit  plan  along  with  potential 
tor  long-term  career  development.  In¬ 
terested  candidates  should  send  re¬ 
sume,  salary  requirements  and  cover 
letter  by  mail,  FAX,  or  E-mail  to: 

Sandi  McClellan 

Columbus  Ledger-Enquirer 

P.O.  Box  711 

Columbus,  GA  31902-0711 
Fax  (706)  576-6294 
smcclellan@ledger-enquirer,com 


AD  DIRECTOR 

Newspaper  publishing  group  based  in 
Grand  Island,  Nebraska  is  seeking  a  dy¬ 
namic,  forward-thinking  leader  to  direct 
our  Advertising  Department,  and  take  our 
talented,  21-person  staff  to  the  next 
level.  The  successful  candidate  would 
lead  our  Retail,  Classified,  National,  Cre¬ 
ative,  and  Online  Advertising 
departments. 

The  Grand  Island  Independent  serves  a 
growing,  progressive  community  enjoying 
one  of  the  highest  readership 
penetration  levels  in  the  country.  The  In¬ 
dependent  is  part  of  the  Morris  Commu¬ 
nications  family  of  newspapers.  We  offer 
a  very  competitive  compensation/bene¬ 
fits  package  in  an  area  with  very  low  cost 
of  living. 

Contact:  Don  Smith,  Publisher,  Grand 
Island  Independent,  622  W.  1st 
Street,  Grand  Island,  Nebraska, 
68801.  Surface  mail:  P.O.  Box  1208, 
zipcode  68802.  EOE.  E-mail: 
donald.smith@theindependent.com 


AD  DIRECTOR 

The  Grand  Forks  Herald,  a  Pulitizer  prize 
winning,  Knight  Ridder  newspaper,  has  a 
career  opportunity  for  an  experienced 
advertising/marketing  executive. 

The  successful  candidate  has  the  skills 
and  experience  to  energize  an 

advertising  staff  of  41.  The  potential 
exists  to  develop  a  marketing  department 
for  advertising  and  circulation.  The 
individual  we  seek  has  previous  manage¬ 
rial  experience  in  advertising  or 

marketing,  preferably  in  newspapers. 

The  candidate  has  a  degree  in 

marketing,  advertising  or  a  related  area, 
or  an  equivalent  combination  of 
education  and  experience.  We  offer  out¬ 
standing  benefits,  salary  commiserate 
with  experience  and  the  potential  tor  ca¬ 
reer  growth. 

Our  community  offers  many  outdoor  ac¬ 
tivities.  As  the  home  of  the  University  of 
North  Dakota,  there  are  a  number  of  edu¬ 
cational,  cultural  and  sports  events,  in¬ 
cluding  NCAA  Division  I  hockey. 

If  you  have  the  qualifications  we  seek, 
please  send  a  cover  letter  and  resume 
to: 

Gwen  Jacobsen,  HR  Director 
Grand  Forks  Herald,  P.O.  Box  6008 
Grand  Forks,  NO  58206-6008. 

E-mail:  gjacobsen@gfherald.com 
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EDITORIAL 


EDITORIAL 


EDITORIAL 


EDITORIAL 


JOURNALISTS 


I k  ■  J 


Chiiia  Dally,  the  only  national  Eng¬ 
lish-language  newspaper  in  China,  is 
looking  for  native  English-speaking 
journalists  to  work  as  copy  editors. 

REQUIREMENTS:  A  minimum  of  three 
years  copy  editing/journalism  experience. 

ONE  YEAR  CONTRACT  OFFERS: 

Monthly  salary  RMB6,000;  four-week 
paid  vacation;  round  trip  airfare;  free 
housing  and  medical  care. 

Please  send  resume,  work  samples 
and  two  letters  of  recommendation  to: 

Mr.  Wang  Yanping 
Chief  of  Foreign  Liaison  Office 
China  Daily 

15  Huixin  Dongjie,  Chaoyang  District 
Beijing,  100029  China 
E-mail:  waishi@chinadaily.com.cn 

Tel:  on  (8610)  6491-8542 
Fax:  on  (8610)  6498-3013 


WRITER/REPORTER 

Full-time  writer/reporter  to  cover  wine 
country,  the  world  of  wine  and  the 
wine  industry  for  a  glossy 
food-and-wine  magazine  published  by 
The  Press  Democrat  in  Santa  Rosa, 
CA  and  distributed  also  in  the  Sunday 
New  York  Times  in  Northern 
California.  Some  feature  work  will  be 
expected  as  well  for  the  newspaper,  a 
95,000-circulation  daily  newspaper 
one  hour  north  of  San  Francisco, 
owned  by  the  New  York  Times  Co. 
Five  years’  minimum  experience  in 
journalism  required,  preferably  in  a  mix 
of  magazine  and  newspaper  writing 
and/or  editing  positions.  Maga¬ 
zine-writing  experience  highly  desirable. 
Deep  knowledge  of  the  Napa  Valley  and 
Sonoma  wine  scenes  a  must. 
Send  clips  (six  from  magazines,  six 
from  newspapers)  and  a  resume  to: 

Joanne  Derbort,  Features  Editor 
The  Press  Democrat 
P.O.  Box  910,  Santa  Rosa,  CA  95402 


Did  you  ever  say  “if  I  had  my  own  news¬ 
paper”  Here’s  your  chance.  Start-up 
newspaper  in  California  wine  country  has 
immediate  openings  for 

EDITORS  AND 
REPORTERS 

to  assist  in  the  creation  and  weekly  pro¬ 
duction  of  a  community  publication. 
Newsroom  experience  and  passion  for 
community  journalism  required.  Spanish 
fluency  a  plus. 

Please  respond  in  confidence  to: 

Box  3638, 

Editor  &  Publisher  Classifieds 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


RVTJl'H.: 


Editor  with  extensive  background 
in  journalism  for  South  Florida 
lifestyle  magazine.  Please  send 
resumes  and  writing  clips  to: 

Marie  Speed 

JES  Publishing 

6413  Congress  Avenue 
Suite  100 

Boca  Raton,  FL  33487 

No  phone  calls,  please 


EDITOR 

An  independently-owned,  7-day  a 
week  newspaper  with  17,000  circulation 
has  an  opening  for  an  editor.  We 
are  looking  for  someone  with  progressive 
leadership  who  is  able  to  handle 
the  changing  demands  of  a 
newsroom.  Competitive  compensation 
and  benefits  package.  Reply  with  resume 
to  (include  Box  #  in  E-mail): 

Box  3639 

Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 
hpreuss@editorandpublisher.  com 


REPORTERS 

Award  winning  daily  newspaper  in  Co¬ 
lumbia,  MO  has  openings  for  a  Business 
Reporter  and  General  Assignment 
Reporter.  Business  Reporter  responsi¬ 
bilities  include  reporting  and  writing  busi¬ 
ness  stories  of  local  interest. 

Applicants  must  have  solid  dead¬ 
line-oriented  news  writing  experience  or 
a  journalism  degree.  Both  positions  are 
regular  full-time  with  benefits  including 
health  insurance,  vacation  pay,  sick  pay 
and  401(k). 

Send  resume  and  clips  to  the: 

Columbia  Daily  Tribune, 
Attention:  Personnel,  P.O.  Box  798, 
Columbia,  MO  65205  or 

E-mail:  srinehart@tribmail.com 

EOE/Drugfree  Workplace 


REPORTERS 

The  Waterloo  Courier,  a  Northeast  Iowa 
45,000  PM  daily/52,000  Sunday  a.m. 
with  the  most  Iowa  APME  awards  in  its 
division  last  year,  is  creating  three  posi¬ 
tions  on  its  City,  Lifestyles  and  Sports 
desks  for  a  new  Saturday  AM  edition. 
Applicants  must  be  proactive  in  generat¬ 
ing  story  ideas,  localizing  national  issues 
and  focusing  on  topics  not  rooted  in  tra¬ 
ditional  beat  coverage.  The  Courier  also 
has  openings  for  a  political  writer  and  a 
regional  desk  reporter.  Send  resume 
and  clips  to  Saul  Shapiro,  editor.  Couri¬ 
er,  P.O.  Box  540,  Waterloo,  lA  50704. 


CITY  EDITOR 

Connecticut  daily  seeks  city  editor  to 
lead  reporters  in  metro-area  breaking 
news  and  enterprise.  Duties  include 
coaching  reporters,  content  and  photo 
planning,  editing  and  taking  lead  on 
projects.  Minimum  experience:  5  years. 
Candidates  must  have  sense  of  urgency, 
limitless  enthusiasm  and  willingness  to 
serve  readers  24/7.  Contact: 

Lin  Maxwell,  Assistant  ME 
at  (203)  574-3636,  ext.  1438 
E-mail:  imaxwell@rep-am.com 

Republican-American 

P.O.  Box  2090,  Waterbury,  CT  06722 
Equal  Opportunity  Employer 


MAILROOM 


MAILROOM 


MAILROOM  FOREMAN 


Dow  Jones  &  Co.,  publisher  of  The  Wall  Street  Journal  and  Barrons,  is  seeking  an 
experienced  newspaper  Mailroom  Foreman/woman  for  our  Chicopee,  MA  facility. 
This  is  a  full-time  management  position.  Candidates  must  have  a  minimum  of  five 
years  foreman/management  or  equivalent  experience  in  a  production  environment 
preferably  in  a  newspaper  mailroom  with  a  focus  on  production  quality  and 
timeliness. 

Qualifying  candidates  should  possess  extensive  experience  with  mailroom  operations,  have 
a  good  mechanical  aptitude  and  be  able  to  work  under  strict  deadline 
constraints  while  maintaining  quality  and  productivity.  This  position  also  requires  adept 
team  building  abilities  and  proficient  verbal  and  written  communication  skills. 
Work  schedule  is  nights  and  weekends. 

We  offer  a  highly  competitive  compensation  and  benefit  package.  Candidates  meeting 
these  requirements  may  submit  resumes  to: 

Dow  Jones  &  Co. 

Human  Resources  Department 
84  Second  Avenue,  Chicopee,  MA  01020 
E-mail:  maryann.sassi@dowjones.com 
Fax:  (413)  598-2283 


MAILROOM  MANAGER 

Experienced  Mailroom  manager  required  to  lead  inserting  operation  in  southern  New 
England.  Candidate  must  be  detail  oriented,  quality  conscious,  and  have  excellent 
mechanical  and  organizational  skills.  Duties  include  Departmental  scheduling,  machine 
maintenance,  set  up,  operation,  and  troubleshooting  of  inserting  equipment/peripherals. 
Must  be  able  to  direct  activities  of  department  personnel  efficiently 
and  professionally.  Interested  parties  may  send  resume  with  salary  history  in  confidence 
to: 

Production  Director 

Box  3634,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor,  New  York,  NY  10003 


SALES  MANAGEMENT 


The  Chicago  Tribune  is  expanding  our  current  field  sales  program.  We  are  seeking 
entrepreneurial  spirits  to  build  their  own  business.  Our  independent  contractors  are  typically  handson, 
with  the  ability  to  train  a  strong  sales  team.  Success  is  based  on  your  ability  to  sell  Chicago  Tribune  sub¬ 
scriptions  and  meet  sales  objectives.  Potential  earnings  are  unlimited. 

For  consideration,  please  mail  or  fax  a  letter  of  introduction  inducing  qualifications  to: 

Tom  Nemec 

Contract  Sales  Account  Executive 
Chicago  Tribune 
2000  York  Road,  Suite  125 
Oak  Brook,  iL  60523  FAX:  (630)  368-4247 

No  phone  calls,  please. 


If  YOU  don’t  SEE.' 


CATEGORY  THAT  FITS  YOUR  NEEDS, 


PLEASE  CALL  US  AT 


888.825.9149 
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www.editorandpublisher.com 


For  inore  than  50  years,  we've  been  providing  an 
affordable  and  accessible  show  for  hundreds  of 
vendors  and  thousands  of  attendees.  In  addition  to 
a  show  floor  brimming  with  more  than  130  exhibiting 
companies,  America  East  offers  an  outstanding  slate 
of  educational  sessions  and  seminars  including  the 
cutting-edge  New  Media  World  symposium. 

Whether  you  work  for  a  newspaper  or  an  industry 
supplier,  you  should  be  in  Hershey,  March  22-25! 
Get  more  information  about  attending  or 
exhibiting  at  America  East  by  visiting  our 
"Web  site:  www.amerfca-east.com. 

Phone:  (717)  703-3000. 
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-  Contact  Your  Sales  Representative 

East/New  England/ Eastern  Canada  (646)  654-5120  •  Southeast/Mid-Atlantic  (301)  656-5712  •  Midwest/West/Southwest  (312)  583-5522 


Don’t  miss  the  opportunity  to' 
deliver  your  message  in  our  5th  Annual 
I  Publisher  of  the  Year  issue. 
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ISSUE  DATE:  APRIL  2004 

AD  CLOSE:  MARCH  11  •  MATERIAL  DEADLINE:  MARCH  17 


Each  year,  the  editors  of  E&P  choose  one  publisher  for  outstanding  achievement. 

Past  winners  include: 


2003  -  Ginger  Moorehouse,  The  Bakersfield  Californian 
2002  -  Orage  Quarles  III,  The  News  &  Observer 
200 1  -  Dean  Singleton,  The  Denver  Post 
2000  -  Arthur  O.  Sulzberger  Jr.,  The  New  York  Times 
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Access  the  information  you  need... 

instantly! 
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{continued  from  page  48}  the  towers  are 
installed,  according  to  Gannett  Manufactur¬ 
ing  Director  Gary  Hughes. 

Production  Director  Mike  Monscour 
views  the  Uniliner  as  a  cost-effective  route 
to  more  color  capacity  and  flexibility  with 
better  reproduction  and  says  the  towers 
will  integrate  well  with  the  Metros  and 
fit  the  pressroom  without  modifying  it. 

“We  looked  at  every  available  vendor  out 
there”  with  tower  additions,  says  Hughes. 
Few  were  left  after  considering  which  had 
equipment  that  the  plant  could  accommo¬ 
date  without  raising  its  roof.  At  The  Desert 
Sun,  Palm  Springs,  Calif.,  Gannett’s  plant 
had  ample  headroom  to  house  the  two  KBA 
Coloras  added  to  its  Goss  Headliner 
Offset.  But  both  KBA  and  MAN  towers 
were  ruled  out  in  Fort  Myers. 

In  the  end,  the  choice  came  down  to 
Goss  and  George  R.  Hall  Contracting. 

“We  looked  very  hard”  at  Hall’s  Ameri- 
color  tower,  which  “was  really  high  up 
on  the  list,”  Hughes  says.  Before  buying 
that  first  doublewide  made  by  Dauphin 
Graphic  Machines  (DGM),  Eliza- 
bethville.  Pa.,  and  sold  by  Avon  Lake,  Ohio, 
rebuilder  Hall,  Gannett  wanted  to  see  how 
the  first  installation  fared  (E&P,  April  29, 
2002;  May  30, 2003).  But  the  fiill  tower  at 
Charleston  (W.Va.)  Newspapers  (now  run¬ 
ning  for  4V2  months)  was  delayed  beyond 
Fort  Myers’  time  Irame  owing  to  changes 
sought  by  DGM. 

By  agreement  with  its  customer.  Hall  had 
a  couple  of  months  built  into  the  schedule 
to  allow  for  changes  following  month-long 
testing  of  the  tower’s  base  unit,  installed  next 
to  Charleston’s  folder,  recalls  Hall  Vice  Presi¬ 
dent  Ron  Ehrhardt.  “DGM  wanted  to  replace 
bushings  that  were  part  of  the  oscillator  drive 
with  bearings,”  he  explains,  noting  that  the 
singlewide  model  on  which  the  Americolor 
is  based  uses  bushings.  But  Hall  will  run 
the  Ifta  test  on  its  tower  for  Gannett  this 
month,  he  adds. 

For  Fort  Myers,  that  left  only  Goss. 

Twenty  years  ago,  Gcmnett  might  have 
looked  only  to  Goss.  Ten  years  ago,  after  the 
advent  of  the  blanket-to-blanket  Colorliner 
tower  and  after  Gannett  installed  MAN 
offset  in  Poughkeepsie  and  KBA  flexo  in 
Louisville,  Goss  still  would  have  a  been  a  ma¬ 
jor  candidate.  But  judging  from  material  that 
emerged  last  year  during  its  antidumping 
suit  against  TKS,  Goss  faded  fast  from  Gan¬ 
nett’s  radar  screen  by  the  late  1990s. 

Citing  what  it  says  were  letters  between 
Goss  executives  which  came  to  light  during 
discovery,  a  TKS  offer  of  proof  refers  to  Gan¬ 
nett  (and  other  groups’)  executives’  lack  of 
confidence  and  interest  in  Goss  and  Gan¬ 


nett’s  apparent  decision  by  1999  not  to  buy 
new  presses  from  Goss. 

Hughes  acknowledges  only  that,  with  Goss 
embroiled  in  antidumping  efforts  and  a  sec¬ 
ond  bankruptcy,  Gannett  bought  no  Goss 
presses  for  several  years.  In  recent  years, 
however,  it  has  gone  to  Goss  for 
upgrades,  which  proved  successful. 

“We  did  [Goss]  press  controls  and  digital 
inkers  on  about  20  presses”  before  selecting 
Goss  towers  for  an  expansion,  Hughes  says, 
noting  satisfaction  led  to  the  next  step  — 
purchase  of  printing  units.  “Goss  did  a  good 
job  on  their  preparation  and  planning,” 
he  adds. 

Still,  Hughes  continues,  the  concern  was 
and  remains.  Will  Goss  survive?  “We’re  not 
really  worried  about  spending  money,”  he 
says.  “We’re  worried  about  the  service  and 
support”  that  follow  a  purchase.  So,  whUe 
Hughes  concedes  that  Goss  has  done  well  by 
Gannett  in  the  new  centuiy,  he  adds  that  his 
company  anticipates  continued  success 
working  with  KBA  and  MAN. 

As  for  the  iron  itself,  the  Uniliner  has  been 
a  pivotal  piece  of  equipment  for  Goss.  Built 
in  France  for  the  German  Berliner  tabloid 
market,  it  draws  from  design  elements  of  the 
widely  accepted  French-made  Goss  Univer¬ 
sal  singlewides.  A  Uniliner  subsequently 
brought  Goss  back  into  the  U.S.  market  for 
doublewide  presses  in  2001.  And  Goss  chose 
the  Uniliner  as  the  platform  for  its  one-plate- 
around,  four-page-wide  model. 

For  U.S.  customers  not  needing  the  high- 
end,  high-volume  Colorliner  and  perhaps 


still  wary  of  the  Newsliner,  the  Uniliner 
has  the  pedigree  and  performance.  In  Fort 
Myers,  it  also  fit  into  the  press  hall. 

“We  already  had  some  print  tests  run,” 
says  Hughes,  at  the  Butler  (Pa.)  Eagle, 
which  operates  a  50-inch-web  Uniliner 
with  a  color  tower  for  a  66-inch-wide  web  for 
commercial  work  {E^P,  July  23, 2001; 

July  18, 1998).  Later  this  month  or  in  early 
March,  he  adds,  Gannett  representatives  will 
visit  Goss’  plant  in  Nantes,  France,  for  fur¬ 
ther  tests,  looking  closely  at  the  inking  and 
dampening  systems  and  using  the  same  con¬ 
sumables  Fort  Myers  will  use. 

The  project  is  to  be  completed  by  the 
end  of  this  year,  and  scheduling  has  been  dis¬ 
cussed  in  recent  meetings  with  prospective 
press  riggers  —  although  by  mid-January, 
Goss  had  not  contracted  with  a  rigger, 
according  to  Gannett  executives. 

Monscour  says  the  first  two  towers  ship 
March  1,  arrive  April  1, 2md  should  be  ready 
by  early  July.  The  second  two  are  to  arrive 
in  July  and  be  running  Nov.  1.  Last  summer, 
he  explains,  the  News-Press  stacked  its  two 
“bookend”  units  onto  other  units.  “So  that 
leaves  the  two  ends  [of  the  press  line]  open,” 
he  says,  creating  spaces  for  the  first  two  tow¬ 
ers  (one  on  each  press).  Units  from  positions 
8  and  9  will  be  stacked  in  July  to  make  way 
for  the  second  pair  of  towers.  11 


Go  to  www.editorandpublisher.com 
for  Jim  Rosenberg’s  updated  tech¬ 
nology  reports  and  product  news. 
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A  Sunday  strip 
from  2003, 
and  Sunday 
title  panel  from 
2001.  Patrick 
McDonnell  uses 
title  panels  to  pay 
homage  to  other 
artists.  The  2001 
one  shown  was 
patterned  after 
Gustav  Klimt's 
‘‘The  Kiss." 


PtBASS^ 


NeePS 

WORK. 


McDonnell’s  drawing  is  lavishly 
displayed  in  the  book’s  330  illustrations. 
The  216-page  hardcover,  released  late  last 
year  and  already  in  its  second  printing, 
also  contains  autobiographical  text  by 
McDonnell.  The  King  Features  Syndicate 
cartoonist  told  E^P  he  was  reluctant  to 
write  too  much  about  himself,  so  he  spent 
a  number  of  pages  discussing  “why  I  love 
comics  and  who  influenced  me.”  Among 
these  inspirations  were  Charles  Schulz 
(“Peanuts”),  E.C.  Segar  (“Popeye”),  and 
George  Herriman  (“Krazy  Kat”). 

Inspiration  comes  from  real-life  animals, 
too  —  mainly  McDonnell’s  trusting  dog 
Earl  (who  turns  15  this  month)  and  curious 
cat  MeeMow  (approaching  6).  The  dog  in 
“Mutts”  is  also  named  Earl,  his  co-starring 
cat  is  Mooch,  and  there  are  various  other 
critters  and  people  in  supporting  roles. 
McDonnell’s  animal  connection  also 
includes  serving  on  the  board  of  the 
Humane  Society  of  the  United  States,  and 
seeing  Earl  and  Mooch  pictured  on  special 
license  plates  that  can  be  purchased  by 
drivers  in  his  home  state  of  New  Jersey. 

McDonnell  —  whose  many  honors 
include  receiving  the  National  Cartoonists 
Society’s  Reuben  Award  as  top  cartoonist 
of  the  year  —  is  no  stranger  to  books.  He 
authored  (with  his  wife,  Karen  O’Connell, 
and  Georgia  Riley  de  Havenon)  Krazy  Kat: 
The  Comic  Art  of George  Herriman  in  1986. 
And  there  have  been  10  “Mutts”  collections 
from  Andrews  McMeel  Publishing,  with 
an  11th  due  soon. 

The  coffee-table  book  concludes  with  an 
essay  by  art/comics  critic  John  Carlin  on 
McDonnell’s  place  in  cartoon  history,  as 
well  as  five  glowing  back-cover  blurbs  from 
admirers  such  as  Matt  Groening  (“The 
.  Simpsons”)  and  Charles  Schulz. 

-  Several  months  after  the 
,  “Peanuts”  cartoonist’s 

2000  death,  E^P  named 
McDonnell  the  comic  creator 
most  likely  to  fill  the  void.  11 


Art  book  showcases 
artistic  ‘Mutts’  strip 


in  more  than  500  newspapers,  is  the 
subject  of  a  glossy  coffee-table  book  called 
Mutts:  The  Comic  Art  of  Patrick  McDonnell. 

Few  syndicated  cartoonists  have  ever 
been  offered  this  kind  of  book  —  especially 
for  a  relatively  young  strip  that  won’t 
celebrate  its  10th  anniversary  until  this 
September.  “Comic  art  isn’t  considered 
prestigious,”  said  McDonnell,  though  he 

thinks  it  should  be.  “I  hope  this 
leads  to  more  coffee-table 
books  for  other  cartoonists.” 

But  not  every  strip  is  as 
appealing  as  “Mutts”  —  which 
contains  humanistic  humor, 
a  dose  of  animal-rights  advo¬ 
cacy,  and  beautiful  as  well  as 

In  a  digital  age,  this  art  is 
done  the  old-fashioned  way. 
McDonnell,  47,  wrote  in  his 
book:  “I’m  a  traditionalist. 

My  tools  are  a  pencil,  eraser, 

^  pen,  and  ink.  I  cut  my  own 
-!  paper.  I  hand-letter  my  word 
balloons. ...  I’d  be  at  home 
in  the  comics  bullpen  in  a 
newspaper  office  in  1912.” 


BY  DAVE  ASTOR 

PATRICK  McDonnell’s  life  has 
certainly  taken  some  interesting 
twists.  He’s  a  gentle  guy  who  played 
in  a  ’70s  punk  band.  He  illustrated  Russell 
Baker’s  Sunday  column  (from  1979  to  1989) 
in  a  way  that  occasionally  placed  a  comic 
strip  in  the  comics-less  New  York  Times. 
And  now  his  “Mutts”  cartoon,  which  runs 


It’s  reigning  cats  and  dogs  at 
the  home  of  a  King  Features 
Syndicate  cartoonist  with  a 
new  coffee-table  book. 
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A  trail  of  atrocities 


Reporters  from  The  Blade  uncovered  the  shocking 
story  of  Tiger  Force,  a  U.S.  Army  platoon  that  slaugh¬ 
tered  hundreds  of  unarmed  civilians  and  prisoners  in 
the  Central  Highlands  of  Vietnam  in  1967.  The  U.S. 
government  kept  the  story  huried  for  more  than  three 
decades.  The  Blade  uncovered  the  truth. 


BURIED  SECRETS,  BRUTAL  TRUTHS 

A  FOUR-PART  BLADE  INVESTKi ATION 


Read  it  on  toledoblade.com 


Editorial  Cartoon  of  the  Month 


If  you  didn't  go  to  E&P  Online  nearly  every  day 
since  our  last  issue,  you  may  have  missed  many 
of  the  stories  below.  If  you  did  visit  often,  you 
may  still  enjoy  the  recap.  Every  issue  in  this  space, 
we  will  provide  the  highlights  of  our  Web  work,  with 
the  date  corresponding  to  when  the  story  appeared 
on  our  site  —  for  easy  searching — not  necessarily 
when  the  actual  event  took  place. 


ReFlEc:TiN6 

AgSEMCE" 


MEMORIAL  To 
CIVIL  LIBERTIES 
LOST  SINCE ‘7-11 


W1NM1N6  PESI6M 
features  A 
REFLECriN6  Fool 
IN  THE  Footprint 
WHERE  THE 
statue  of  liberty 
^ESTcoP 


JANUARY 


6 ‘Sun’  SKI'S  on  Marimow  Bill  Marimow 
is  fired  as  editor  of  The  Sun  in  Balti¬ 
more,  immediately  replaced  by  Tim 
Franklin,  former  editor  of  the  Orlando 
Sentinel. 


Kilij-:i>  in  Action  Reporters  Without 
Borders  reveals  that  42  journalists  were 
killed  around  the  world  while  on  duty 
in  2003,  an  eight-year  high. 


BKellky  out  Jack  Kelley,  a  recent 
Pulitzer  finalist  and  a  top  foreign 
correspondent,  quits  USA  Today  amid 
controversy  over  a  continuing  in-house 
investigation  of  some  of  his  past  articles. 


ED  STEIN,  ROCKY  MOUNTAIN  NEWS,  DENVER/ 
NEWSPAPER  ENTERPRISE  ASSOCIATION,  JAN.  10 


on  Pundits  or  punditz?  Greg  Mitchell 
LU  claims  the  election  experts  got  it 
wrong  again  in  Iowa,  so  look  for  a  Bob 
j|i  Graham  comeback. 


the  upcoming  edition  had  been  shipped 
to  hundreds  of  newspapers. 


10  Freedom  gone  Mike  Freeman,  who 
IL  had  just  left  The  New  York  Times  to 
join  the  sports  staff  at  The  Indianapolis 
Star,  abruptly  quits  when  his  new  paper, 
responding  to  a  tip,  discovers  that  he 
had  lied  on  his  resume  about  graduating 
from  college. 


1 J  Opinion 
14  COUNTS  The 
Week  magazine 
presents  its  first 
awards  for  opin¬ 
ion  columnists 
and  Blogger  of 
the  Year.  Win¬ 
ners  include 
Paul  Krugman 
and  Thomas 
L.  Friedman. 


A  HIRE  TRUTH  A  new  NAA  study  re¬ 
veals  that  new  hires  from  newspaper 
classifieds  continues  to  drop,  while 
the  Web  continues  to  make  gains. 


01  Johnny  on  the  spot  For  once,  a 
L I  newspaper  endorsement  means 
something,  as  the  Des  Moines  Register 
gets  credit  for  boosting  presidential 
hopeful  John  Edwards’  campaign 
in  Iowa. 


10  Kelu^y  probe 
I  lu  After  days  of 
■  ;l  grumbling  from 

^  j  some  staffers  about 

I  lack  of  communica- 
tion  and  explanation, 

:  USA  Today  presents  1C  Spanish  ascent  A  new  national  latino 

a  full  report  on  the  lu  newspaper  chain  is  born  as  La 

Jack  Kelley  episode,  Opmidn  joins  with  CPK  Media  Holdings. 

jdCK  lACiisy*  wtiii  ,  •n 

no  full  disclosure  ®aymg  it  was  still 

unclear  if  he  had  10  ’Nao  dread  No  more  JOA  in  Cincin- 
fabricated  stories  but  alleging  that  he  ID  nati  after  2007,  Gannett  announced, 

had  misled  their  investigators. 

in  I  READ  niE  NEWS  TODAY,  OH  “HOY” 

Tabs  gaining  weight?  British  broad-  ID  The  Tribune  Co.  announces  it  will 
sheets  putting  out  tabloid  editions  is  all  start  an  edition  of  its  Hoy  Spanish- 
the  rage.  But  could  it  work  in  the  United  language  paper  in  Los  Angeles. 

States? 

Diamond  dogs  In  his  Web  column,  Joe 
Lost  ‘Weekend’  A  racial  epithet  acciden-  Strupp  chats  with  the  sportswriter  who 
tally  buried  in  an  illustration  causes  USA  counts  the  Baseball  Hall  of  Fame 
Weekend  to  stop  its  press  run  —  well  after  ballots.  Pete  Rose,  beware. 


QQ  Words  on  the  profits  Scripps  news- 
LL  papers  and  Knight  Ridder  report 
profit  gains  of  1.2%  and  2.0,  respectively. 


on  Give  eivrey  /VND  oetejv  A  close  look  at 
LU  Federal  Election  Commission  records 
shows  that  many  top  publishers  —  Scaife, 
Murdoch,  Singleton  and  others  —  have 
already  donated  to  the  GK)P  or  Bush 
re-election  campaign. 


Kelley’s  woes  continue:  A  key  Serb  fig¬ 
ure  questions  USA  Today  reporter  Jack 
Kelley’s  account  of  examining  a  notebook 
central  to  one  of  his  disputed  stories. 
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NEWSPAPER  STOCK  PERFORMANCE 


Gannett  (GCI) 

Dow  Jones  (DJ) 

Knight  Ridder(KRI) 
Tribune  (TRB) 

New  York  Times  (NYD 
E.W.  Scripps  (SSP) 
Washington  Post  (WPO) 
Belo  (BLC) 

McClatchy  (MNI) 

Media  General  (MEG) 


Jan.  20  close 

86.08 

52.55 

77.45 

49.90 

46.52 

92.09 

850.00 

27.12 

70.0 

64.47 


Di  U.S.  Publishing  Index  324.18 


DJ  U.S.Total  Market  Index  270.22 


%  change 

30  days  ended  Jan.  20 


1.59 


I  5.02 

Source:  Dow  Jones  Indexes 


ONLINE-RECRUITMENT  LEADERS 
BY  LISTINGS  MARKET  SHARE 


Local  Newspaper 
CareerBuilder 
Monster 
HoUobs 


k  '  24.0% 


MEDIUM  MARKETS 


NORTH  AMERICAN 
NEWSPRINT  STATISTICS 


November  2003  (In  thousand  tons) 


Nov. 

2003 

%  change 
2003/2002 

Year- 

to-date 

%  change 
2003/2002 

Production 

1,119 

-3.0 

12,533 

-0.2 

Shipments 

1,117 

-2.5 

12,470 

-0.8 

Demand 

920 

-4.1 

10,290 

-1.1 

U.S.  consumption 

857 

-2.0 

9,284 

-0.6 

Mill  inventories 

342 

-0.5 

— 

— 

U.S.  user  inventories 

1,081 

-0.8 

— 

— 

Source:  Pulp  and  Paper  Products  Council,  Montreal.  From  Forestweb.com 


POLITICAL  ADS  FOUND  MOST  CREDIBLE 


Newspaper  ads 
Brochures/mailings 
Network  TV  ads 
Cable  TV  ads 
Radio  ads 

Billboard/yard  signs 


■127% 
■26% 
■  25% 
22% 


In  a  bipartisan  poll,  1,200  registered  voters  were  asked  to  rank  the  six  types  of 
ads  from  most  to  least  credible.  The  percentages  represent  a  cross-section 
of  those  rankings. 

Source:  Newspaper  Association  of  America 


CURRENT  READERSHIP  IN  ETHNIC  GROUPS 


*  Numbers  do  not  add  up  to  exactly 
100%  due  to  rounding.  SMALL  MARKETS* 

“Large”  markets  refer  to  the  top  20  U.S.  metro  areas  by  population. 
“Medium”  markets  are  metro  areas  ranked  21-50,  and  “small” 
markets  are  metro  areas  ranked  51  and  higher. 

Source:  Corzen  and  Borrell  Assoc.,  Inc. 


CMR  NEWSPAPER  ADVERTISING  INDEX 


2003  performance  compared  to  2002 
GAINS/LOSSES  IN  RETAIL  CATEGORIES 

Retail  category _ YTD  Gain/loss%  Nov.  2003  gain/loss% 

Apparel/accessory  stores  -8%  2% 

Auto  supply/repair  5%  30% 

Books/stationcry  stores  -9%  -14% 

Building  materials  0%  -2% 

Computer  stores  -22%  -41% 

Consumer  electronics  -6%  0% 

Department  stores  -14%  -16% 

Discount  stores  -2%  -23% 

Drug  stores  -11%  -44% 

Food  stores  -2%  -1% 

Furniture  and  accessories  -2%  -1% 

Jewelry  stores  1%  14% 

Office  supply  stores  -10%  -10% 

Sporting  goods  stores  6%  4% 

GAINS/LOSSES  IN  CLASSIFIED  CATEGORIES 

Classified  category _ YTD  Gain/loss%  Nov.  2003  gain/loss% 

Automotive  3%  4% 


White 

Black 

Asian 

Hispanic 

Education 

-5% 

-1%  1 

49% 

43% 

37% 

29% 

Other  display  classified 

-16% 

-11%  ; 

57% 

58% 

42% 

39% 

Real  estate 

7% 

5%  : 

Data  represent  the  percentages  of  readership  in  each  ethnic  group. 

Souce:  Newspaper  Association  of  America 


Recruitment 


Source:  fiP/CMR  Newspaper  Advertising  Indices 
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Shoptalk 


A  veteran  campaign  watcher  misses  days  of  whine  and  poses 

I  SHOULDN’T  BE  HERE  IN  OlEAN,  N.Y.  I  SHOULD  BE  IN 
South  Carolina,  or  Michigan,  or  anywhere  else  along  the 
long,  bumpy  campaign  trail  to  the  White  House, 

I  was  grading  Editing  201  quiz  papers  at  home  during  the 
wee  hours  of  the  Iowa  caucuses  when  every  cell  in  my  body 
seemed  to  kick  in  with  the  same  spooky,  urgent  message:  You  have 
to  start  writing  about  the  presidential  primaries  —  you  owe  your 
editor  several  dispatches  about  the  voters  and  the  candidates. 

I  did  that  every  four  years  for  almost  two  decades  until  I  took 
early  retirement  from  Gannett  News  Service  in  January  of  2002 


' '  and  accepted  a  tenured  professorship  in 
j  journalism  here  at  St.  Bonaventure  Uni- 
j  versity,  my  alma  mater.  I  had  no  idea  I’d 
I  miss  writing  about  New  Hampshire  and 
[  other  key  primaries  so  much.  It’s  much 
[  more  fulfilling  than  writing  about  the 

I !  general  election  and  two  or  three  on- 
I !  message  characters  who  repeat 
I  j  the  same  speech  across  the 
nation  for  months.  There’s  a 
j  frantic,  electric  air  about  the 
j  zoo  parade  of  so  many  primary 
j  j  competitors  who  have  to  cram 
so  much  bushwa  and  colorful 
I  behavior  into  such  a  compacted 
time  fi'ame. 

I  I  miss  the  trivial  things, 
j  I  miss  watching  Bob  Dole  tiy- 
j  ing  to  make  some  points  at  a 
j  dogsled  race  in  Laconia,  N.H.,  eight  years 
j  ago,  while  following  the  instructions  of 

j  too-clever  campaign  handlers  by  petting 
j  a  big  lead  husky,  also  named  Bob.  Not 
one  word  of  Dole’s  message  was  intelligible 
over  the  deafening  yap  of  the  excited 
canines  and  the  event  announcer’s  insis¬ 
tence  on  calling  constant  attention,  via  the 
public  address  system,  to  “Bob  —  the  dog.” 

I  miss  hearing  George  Bush  the  Elder 
trying  to  convince  bemused  reporters  in 


New  Hampshire  he  was  waaay  cool  by 
describing  his  sincere  fondness  for  the 
Nitty  Gritty  Dirt  Band  —  except  he 
called  the  group  the  “Nitty  Ditty  Nitty 
Gritty  Great  Bird.” 

I  miss  —  in  the  1992  Illinois  primary  — 
watching  Bill  Clinton’s  genius  Machiavel¬ 
lian  consultant  James  Carville 
stride  briskly  away  from  his 
Chicago  hotel  room  for  a  for¬ 
mal  campaign  dinner  dressed 
in  a  rare  (for  him)  tuxedo,  but 
so  preoccupied  with  musing 
over  questions  of  strategy  he 
wore  no  shoes. 

I  miss  watching  in  1996 
author-comic  A1  Franken, 
freezing  in  a  blizzard  with 
about  40  other  shivering  re¬ 
porters,  trying  to  con  his  way  into  a  closed 
Milford,  N.H.,  service-club  luncheon 
featuring  flat-taxer  Steve  Forbes.  Franken 
j  tried  to  recite  the  Four  Principles  of  Rotary 
I  to  the  suspicious  doorman,  through  a  crack 
i  in  the  door.  Everyone  tried  to  help,  but  we 
could  only  come  up  with  three. 

I  miss  hearing  a  much  younger  reporter 
—  while  standing  elbow-to-elbow  next 
to  an  amused  Eugene  McCarthy  in  a 
I  Manchester,  N.H.,  motel  lobby  —  idly  ask 


if  that  guy  who  forced  President  Lyndon 
'  Johnson  into  retirement  in  1968  was 
I  still  alive. 

!  Hey,  don’t  knock  trivial  color  stories. 

As  elections  expert  Darryl  Paulson  — 

I  professor  of  government  at  the  University 
of  South  Florida  —  observes:  “At  this  point  i 

in  the  process,  the  primaries  are  all  about  j  i 
voters  getting  to  feel  comfortable  with  j  j 

some  of  the  candidates,  and  uncomfortable  j 
with  some  of  the  others.  We’re  still  seeing  i ! 

a  lot  of  stories  I  would  call  trivial  at  this  | 
early  stage,  but  when  there  are  fewer  can-  j 
didates  left,  some  of  the  coverage  will  shift  ! 
to  matters  of  substance  and  issues.”  i 

As  he  talked  with  me  on  the  phone,  j 

Paulson  said  he  was  at  that  moment  i 

reading  a  story  in  the  Jan.  16  issue  of  I 

The  New  York  Times  in  which  the  wife  of  |  j 
I  youthful-looking  North  Carolina  senator  j  | 
John  Edwards  acknowledged  coloring  !  I 

her  hair  because  she  didn’t  want  to  walk  1  j 
around  hearing  voters  say  “Oh,  look,  1 1 

there’s  John  Edwards  with  his  mother.”  j  | 
Paulson  said  it  reminded  him  “of  how  i  ■ 

!  President  Bush’s  father  had  the  same  i  j 

problem  in  earlier  days  vvdth  people  \  | 

:  mistaking  Barbara  for  his  mother.”  j  i 

The  appearance  gap  apparently  didn’t  ;  | 
I  hurt  Edwards  too  much  in  the  Iowa  i 

!  caucuses.  Now  we’ve  started  hearing  |  i 

more  about  policy  ideas  Edwards  holds,  I 
and  less  about  his  wife’s  appearance.  ! 

There  have  been  other  examples  of  what  | 

I  call  “constructive  trivia.”  Who  can  forget  i 
the  stories  about  former  Governor  Howard  !  i 
Dean’s  messy  Burlington  home  and  its  | 

ripped  green  shag  stairway  carpet,  with  j 

the  implication  that  he  might  be  too  I 

!  disorganized  and  careless  to  be  president? 

Or  the  Pet  Factor.  Dean,  we  read 
i  frequently,  has  a  three-legged  cat.  Iowa 
I  winner  Sen.  John  Kerry  has  a  parakeet 
I  and  a  German  shepherd.  Voters  love  pets 
j  more  than  politicians,  because  pets  aren’t  '  | 

;  judgmental  and  don’t  mislead.  |i 

i  There,  feeling  comfy  about  some  of 
I  the  candidates?  Good.  Now  start  paying 
i  attention  to  what  the/ re  going  to  do  about 
I  health  care,  the  economy.  Social  Security,  j  | 

j  and  Iraq.  !  j 


John  Hanchette,  a  1980  Pulitzer  Prize 
winner,  covered  politics,  government,  and 
Capitol  Hill  for  Gannett  News  Service. 
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Did^hosed  by  dad-bo 


Healthcare.  Affordable.  Now. 


Proven  treatments.  Higher  standards.  By  building  provider  partnerships 
that  share  medical  data  and  rewarding  better  outcomes,  many  local  Blue  Plans 
are  working  to  improve  quality  and  keep  healthcare  affordable.  Through  BlueWorks7 
a  groundbreaking  alliance  with  Harvard  Medical  School,  we’re  identifying  the 
Blue  initiatives  that  have  the  most  potential.  It’s  one  of  the  many 
ways  we’re  doing  our  part  to  control  the  rising  cost  of  healthcare. 
For  more  information  on  BlueWorks^  visit  www.bcbs.com. 


BlueCross  BlueShield 
Association 


An  Association  of  Independent 
Blue  Cross  and  Blue  Shield  Plans 
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A  50-year-old  Nigerian  victim  of  river  blindness.  Photo:  Mike  Urban/Heorst  Newspapers 


After  14  years,  one  small 
story  is  still  opening  the  eyes 
of  millions  across  the  globe. 

If  ever  there  were  proof  of  the  power  of  the  printed  word,  it  would  be  a  14-inch  story  on  river  blindness  that  reporter 
Barbara  Karkabi  wrote  for  the  Houston  Chronicle  in  1990.  The  piece  revealed  that  a  disfiguring  disease  spread  by 
black  flies  was  the  world’s  second  leading  infectious  cause  of  blindness.  The  story  also  explained  that  an  inexpensive 
antiparasitic  drug  fights  the  disease  and  talked  about  the  efforts  of  Dr.  Bill  Baldwin,  then  dean  of  the  University  of 
Houston’s  College  of  Optometry,  to  get  the  pill  distributed  to  those  in  need.  That  small  story  was  written  in  a  way 
that  moved  philanthropist  John  Moores  to  donate  $25  millian  to  Dr.  Baldwin’s  cause.  This  generous  gift  enabled 
Dr.  Baldwin  to  start  a  foundation  to  battle  river  blindness  around  the  world. 

Karkabi  followed  the  progress  of  Baldwin’s  River  Blindness  Foundatian  as  it  grew  and  eventually  merged  with 
ongoing  efforts  coordinated  by  The  Carter  Center  in  Atlanta.  Last  year,  40  million  people  in  37  countries  in  Africa 
and  Central  and  South  America  received  the  life-changing  pills.  Given  these  major  strides  in  controlling  the 
disease,  it  is  expected  that  the  threat  of  river  blindness  will  be  eliminated  over  time. 


Over  the  past  14  years,  this  one  small  story  in  the  Houston  Chronicle  has  led  to  millions  of  dollars  in  donations  and 
given  millions  of  people  the  gifts  of  vision  and  hope.  By  informing  readers  of  important  issues  in  their  cammunities 
and  araund  the  world,  Hearst  Newspapers  deliver  excellence  every  day. 
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